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Things Have Changed 
Says Thomas Walter 


Thomas Walter, 
hardware dealer, of Philadel- 
phia, sends the following inter- 
esting letter: 


wholesale 


Attention Mr. Norvell: 


Although I have never had 
the pleasure of meeting you in 
person, I have so long been in- 
terested in your communica- 
tions through the HARDWARE 
Ace, that I feel at this time, 
on retiring from the hardware 
business, in which I have been 
actively engaged for over sev- 
enty years, I would like you to 
know how I enjoy and appre- 
ciate your articles, the personal 
touch and familiar style of 
which make them seem more 
like “home reading.” 

In closing the business 
established by my father in 
1831, I have come across many 
old and interesting papers and 
receipts, showing the old ways 
and methods of the hardware 
business of almost a century 
ago, and I am forced to con- 
clude that the line of demarca- 
tion formerly existing among 
the various kinds of trade is 
fast disappearing; when you 
can buy a straw hat in a drug 
store and tomato catsup from 
a wholesale hardware house, 
we are inclined to believe that 
“things have changed.” 

Hoping to read many more 
of your articles in the Harp- 
ware AGE, I am, 


Very truly yours, 
THomas WALTER. 
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your eyes 
open 


MANSFIELD will shortly make an announcement of utmost im- 
portance to the trade. Q For years Mansfield Tires have been known 
as one of the profitable major items in the business of hardware 
dealers who have been wise enough to see its possibilities. This 
new announcement will open the way to even greater sales and 
even more substantial profits. q Keep your eyes open for it. 


THE MANSFIELD TIRE & RUBBER COMPANY « MANSFIELD, OHIO 


MANSFIELD TIRES 
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TRADE ie WINDS 


By Llew S. Soule 








Chain Store Competition 
Why the Public Is Interested 


FNHE most important individual in the world, so 
far as the retail merchant is concerned, is the 
customer. He it is who makes merchandising 

possible. He is concerned in buying good merchandise 

at the best price commensurate with quality. His 
vital interest in buying is to get the best value obtain- 
able for the money he can afford to pay. 


His first interest in modern competition, therefore, 
is based on “getting his money’s worth.” If the chains 
can definitely prove to him that they offer better values 
for his dollar than do other forms of retailing, they 
will win his trade. If, on the other hand, the inde- 
pendent retailers can convince him that they can give 
more actual value, he will patronize them. 


But value and price are not the same. Value in- 
cludes service, long life, proper construction, adapta- 
bility to the use for which the article is intended, con- 
venience, strength, comfort and a host of other at- 
tributes. Price is merely the amount of money paid 
for the article, regardless of merit. 


Unfortunately the general public is not capable of 
judging values at the time of purchase. People are 
easily influenced by appearance at a price. The inde- 
pendent merchant has a duty to perform in showing 
the public the value of the merchandise he carries. 
From the standpoint of value, taking his stock as a 
whole, the efficient independent hardware retailer can 
meet his competition. 

Is chain store merchandise really cheap from the 
standpoint of value? According to reports of the 
United States Chamber of Commerce, chain stores re- 
tailed more than three billion, four hundred million 
dollars’ worth of merchandise in 1927. Twenty-six 
per cent of the sales were made at the actual cost of 
doing business and eight per cent were made at a loss. 
But the balance of the sales showed a profit of sixty- 
eight per cent. In other words, the chain stores cov- 
ered by the report took a profit of 68 cents from each 
dollar in sixty-six per cent of their sales. Figure it 
out and you will see that the odds were two to one 
that each customer would pay an exceptionally large 
profit on every dollar spent in chain stores in 1927. 
It is more than probable that the same odds still pre- 
vail. According to chain store figures the overhead of 
the chain store is at least thirty per cent. Consider 
that also in your calculations in determining which 


avenue of distribution is really giving the most value 
per average purchase. 

But the customer’s interest in chain store compe- 
tition is not entirely one of price and value. He has 
a community interest at stake. Should the time ever 
come when the bulk of the retail business of the coun- 
try would be done by chain stores, individual com- 
munities would suffer severely. The chain store is in 
no sense a local enterprise. Its capital, its manager 
and its owner are not local. It pays very small wages 
and the money it takes in goes, not to the local banks, 
but to the banks where the head offices of the chains 
are located. That money is no longer available for 
use in the community. 

Being foreign corporations so far as the community 
is concerned, the chain executives can reduce their in- 
ventories at the right time and cut down the amount 
of tax revenue to the local communities. Also their 
corporate excess values cannot be taxed by the states 
where the chains are foreign corporations. Therefore 
the inevitable effect of the retail business going ex- 
clusively into the hands of chain stores would be sharp 
tax increases on local properties and incomes, with a 
depreciation of real estate values. 

Meanwhile, if other forms of distribution were elim- 
inated, the chain system would become in effect a 
monopoly. It could dictate the prices at which it 
would buy and at which it would sell, as well as the 
terms. : 

It could even dictate what merchandise it would or 
would not sell and the majority of people would be 
forced to abide by its decision. If followed to the 
logical conclusion of chain owned sources of mer- 
chandise supply, it would undoubtedly have its effect 
on wages and materials. 

From the community standpoint alone, the cus- 
tomer is vitally interested, be he farmer, wage earner, 
merchant, banker or professional man. 

Naturally the ordinary customer does not as yet 
realize all this. It will have to come to him gradually. 
He is, however, always open to suggestion and to 
demonstrations of value and service. 

The greatest mistake the trade can make is to allow 
the present era of competition to be regarded as a 
private fight between the independent retail stores and 
the chains. It’s a “free-for-all,” including the general 
public. , 


This is the nineteenth of a series of articles in which the Editor discusses chain store competition in all its phases. 
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This outstandingly good window arrangement of saws and axes was presented by Duncan & Goodell, Worcester, Mass. 


Your Customer May Want 
a Cheap Tool, but— 


ANY _ veteran 
M hardware men 
will tell you 
that they would rather 
sell an item in the tool 
department than handle 
the sale of any other sin- 
gle section of their own 
stores. This is easily 
understood. Tools are the very backbone of the hard- 
ware business. A fondness for tools and an ability to 
use them efficiently has lured many of our best hardware 
merchants into the business. Jobbers catering to open- 
ing stock buyers will tell you that such customers, 
embryo hardware men, will explain that a handiness with 
tools and a liking for them made the hardware business 
appeal, so they join the fraternity. 

At conventions delegates gather and discuss their own 
stores, particular parts of their experiences and will 
mention new lines, etc., but will almost invariably get 
to talking “tools.” One man will say “We do a nice tool 
business,” another says, ““We have a fine tool depart- 
ment.” And so on down the line each will offer the re- 
sults of his tool merchandising as an example of putting 
his best foot forward. 

Tools being such an important part of the hardware 
man’s business, it is imperative that proper study be 
given to this department. Conditions differ somewhat 


hammer. 


with the different territories, but basically each must 
study the trend of the tool trade in his own particular 
selling area, and regulate his stock accordingly. 

Some sections appear to have only a price appeal trade 
for tools, others catering to factory artisans find that 
only good tools will interest their customers. 


The aver- 


the man who is interested in hammers 
through the display of a 39 cent pattern is 
a first class prospect for a $1.50 or better 
The amateur user of tools is be- 
coming a real factor in the tool trade. 


age experience seems to 
suggest that a_ balance 
between the two ex- 
tremes is desirable in 
most stores. 

The man who earns 
his living with tools will 
always be a_ particular 
buyer, appealed to only 
on the quality basis. But as a buyer this group is be- 
coming a less important factor, for miscellaneous hand 
tools. Many are good prospects for very profitable 
easily demonstrated and displayed electric power tools 
which will do much of the work formally done by hand. 
Changes in building practices have brought us the almost 
tailor made house with custom built component parts 
to be assembled instead of made on the premises. This 
angle alone has changed the complexion of the tool busi- 
ness and has brought to light the fact that today and 
probably in the future, indefinitely, the house holder or 
so called amateur mechanic is the big buyer of tools. 

Many such amateurs start to make and repair things 
with more desire than skill, consequently there has come 
a natural market for competitive grade tools. As the 
amateur becomes more skilled he appreciates the benefits 
in service offered by the better quality lines. Thousands 
of men who ten years ago might hardly have driven a 
nail, are today doing most of the family’s mechanical 
work. With some this is a hobby with others a necessity 
due to the ever increasing cost of having such work done. 

The most popular modern practice in designing the 
tool section of a hardware store takes care of the present 
tool situation admirably. The better grade lines are dis- 
played in open type wall fixtures without glass. Nearby, 
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on open top display tables, the 
competitive grade lines are 
shown. All have easily read 
price cards and other essential 
identification. 

The “attractive price” of 
competitive grade tools will 
start many prospects toward a 
tool buying mood. The mer- 
chant who has salesmen on the 
job can interest such prospects 
in good tools in the majority of 
cases if it is possible for the 
prospect to make an intelligent 
comparison between the two 
grades. 

There is of course a definite 
group of buyers whose needs, 
purses or interest require only 
the cheaper tools. Such situa- 
tions are readily appreciated by 
the salesmen who thinks and 
studies selling. There is nothing 
to do but take care of such 
needs in the competitive grade 
lines. 

But the man who becomes in- 
terested in hammers through 
the display of a 39 cent pattern and begins to try and 
find the balance or swing of the sample he picks up is a 
first class prospect for a $1.50 or better hammer. Once 
he hesitates, yet continues to show interest, he is likely 
an appreciative tool user or wishes to become one. Irom 
that point on it is a mere matter of thoughtful salesman- 
ship to guide such a man into the proper channels first 
of thinking about good tools, of using good tools, and 
then of buying good tools. 





The George Hardware Co., Grinnell, Iowa, display their tool stock in the most modern and effective manner. 
tables in the foreground carry items that are closely associated with the needs of the purchaser of tools 
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The tool department of Duncan & Goodell, Worcester, Mass., presents an attractive appearance that 
inspires confidence in the high quality of its merchandise 


Any hardware man with some experience can readily 
figure out relative and comparative reasons for buying 
good tools. But he must study these reasons and be 
sure of his ground. His associates must think the same 
way and radiate such thoughts to customers in order 
to sell them. 

A surprising number of women are very handy with 
hammer, saw and chisel today and must be reckoned 
with in the scheme of things. 


A Wile 


The open display 
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A New Kind of Merger 


By Saunders Norvell 


E are living in an era of amalgamations. A 

merger has just been made in the drug trade 

that is entirely different from all other mergers. 
It is a merger of fifteen leading wholesale drug houses, 
with 25 stores and branches covering practically all of the 
United States, with a manufacturer for whom they have 
had exclusive representation for a long line of drug 
products. This amalgamation is a very important one, 
because it represents $100,000,000 annually -in drug 
sales. 

A holding company was formed and this holding com- 
pany that will hold the entire capital stock of all of 
these jobbing houses will be called by the name of this 
manufacturer. Each of the individual wholesale drug 
houses will continue their own business under their own 
names, with their own executives and their own organi- 
zations. The executive and buying headquarters of this 
mammoth organization, so I am informed, will be in 
New York City. This event is one of the most striking 
things that has happened in the drug trade for years. 

In many of my articles and addresses in the past I have 
made the statement that it was a wise thing for mer- 
chants in all lines to study the drug trade, because in 
new ideas, in changes, in innovations the drug trade have 
been just a few jumps ahead of every other line of 
business. Some of these changes have been good. Other 
changes have been bad, but by studying them and their 
results merchants in other lines could more clearly un- 
derstand and realize what certain changes, if they took 
place in their line, would bring about. 


Expenses Increased; Profits Declined 


It may be interesting, first of all, to give a brief his- 
tory of the very beginning of this gigantic merger. 

There was a certain drug house in the United States, 
with headquarters in New York, that did both a manu- 
facturing and a jobbing business. In the line of phar- 
maceutical products and in the manufacture of certain 
specialties, they were one of the oldest houses in the 
country, their business dating back almost one hundred 
years. This house not only had a very large force of 
salesmen covering the entire United States, selling their 
products direct to the retail trade, but they also manu- 
factured a number of specialties, which they advertised 
in a national way, and these specialties were also sold 
through other jobbers. On these specialties the jobbing 
customers of this house were protected by a special price. 

With the great increase in the cost of doing business 
that took place following the war—with increased Pull- 
man charges, railroad fares and hotel bills, with higher 
salaries to salesmen and the general advance in the cost 
of service, this house found that while prices on the 
goods they sold could not be advanced on account. of 
competition, the constantly increasing cost of doing bus- 
iness was eating into their profits. 


A History Making Pullman Talk 


This was the situation in a general way when about 
ten years ago there was a drug convention in New 
Orleans of the National Wholesale Drug Association. 
One of the leading men of this manufacturer attended 


this convention. At the end of the convention he left 
on the evening train for St. Louis. On this train there 
happened to be the head of the largest wholesale drug 
house in Minneapolis. Now this manufacturer and this 
jobber got together and, of course they talked business 
and trade problems. 

The manufacturer stated that he believed his goods 
could be sold more economically to the retail trade if 
he could arrange with a wholesale distributor in every 
jobbing center in the United States to put in his line 
and push the goods. He made the statement that if he 
could do this, he would be glad to call in his force of 
traveling salesmen selling direct to the retail trade, and 
confine his business exclusively to selling wholesalers. 

The wholesaler from Minneapolis was rather in favor 
of the idea, and finally he said, “Why not make an ex- 
periment with our house? \Ve will put in a complete 
line of your goods and will cover our territory, while 
you in turn take your retail salesmen out of our terri- 
tory, but pick out your best men and have them instruct 
our men in selling the goods.” 

Before these two gentlemen retired for the night— 
and it was in the small hours of the morning—they had 
agreed that they would make the experiment. This 
talk in the Pullman car was the first step in the $100,- 
000,000 amalgamation. 

Now what happened? This wholesale house in Minne- 
apolis made a great success in selling this line. More 
goods were sold than this manufacturer himself had sold 
in that territory, and the most interesting point is that 
the goods were sold at a lower cost for selling expense. 
The retail trade was served better because instead of 
sending their small retail orders all the way to New 
York, they could buy goods just as they needed them 
from their local jobber with other goods and receive 
prompt shipment and so keep a complete assortment 
with a minimum stock and with a much quicker turnover. 


A Chain of Jobbing Customers Starts 


This manufacturer, having made this experiment and 
having found it was satisfactory, sought other whole- 
sale drug houses, picking the houses with the greatest 
care. In the course of three or four years, this manu- 
facturer had a chain of jobbers selling his line that ex- 
tended all over the United States—from Canada to the 
Gulf of Mexico and from the Atlantic to the Pacific 
Ocean. The salesmen of these jobbers visited every 
crossroads town. There was complete coverage of the 
territory. 

In the beginning, the work of selling the head men on 
the idea and then in turn selling their salesmen on the 
idea was very expensive. It required a great many 
meetings, a lot of sales conventions and a great deal of 
talk, but in the end, there was a large and satisfactory 
organization for selling goods. Each of these jobbers 
was given an exclusive territory. In some cases, 0 
course, these territories did overlap, but the goods in 
the entire line were sold on a resale price basis. This 
line was not sold to catalog houses, chain stores, mutual 
buying clubs or anyone except the regular legitimate 
wholesale distributor. Therefore, the distributors of 
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these goods were sure of obtaining a fair and reason- 
able profit. 

The manufacturer of the line advertised the goods in 
the national magazines, also in local papers. Every year 
this manufacturer set aside an increased appropriation 
for advertising. 


The Jobbing Business Is Liquidated 


While all this was under way, this manufacturer liqui- 
dated his jobbing business, disposed of his entire stock 
and in the end he sold no goods except those he manu- 
factured. Also, when he had his chain of wholesalers, 
he naturally had no salesmen selling goods direct to the 
retail trade, but he did send out a certain number of 
expert salesmen, well trained in the line, to work with the 
jobbers in training their salesmen in selling the goods. 

This manufacturing business, under these conditions, 
proved to be profitable and the manufacturer, who rode 
that night in the Pullman car, being offered a satisfac- 
tory price in cash for his business, sold out and retired 
from the drug business. 


An Advisory Council of Jobbers 


His successor, having large capital, continued to push 
the business on the original lines, selling goods exclu- 
sively through wholesalers. New goods of various 
kinds were added. The line was extended until it con- 
sisted of some one hundred and fifty items that were all 
good sellers. 

One curious development that took place in the early 
stages of this business was the plan to have the whole- 
sale houses, who distributed the goods, select from 
among their number an Advisory Committee of six 
wholesalers. This committee came to New York every 
six months and held meetings with the manufacturer. 
At these meetings decisions were reached on all points 
covering the sale of the goods. They discussed and 
decided upon new lines to be added, old lines to be 
dropped, changes ir packages, changes in labels. They 
also discussed advertising, and they decided the kind of 
advertising and the advertising mediums that in theit 
opinion would bring the most satisfactory results. 

In case it was proposed to add a new member to the 
string of jobbers selling this line, the name of this new 
member was brought up before the other members and 
this jobber was not added unless his name was approved. 

Now when this plan of having an Advisory Commit- 
tee was suggested, some old-time wise men in the trade 
said it would never work. They said, “The idea of a 
buyer discussing the prices at which goods should be 
sold!” It was predicted that this committee would sim- 
ply cause trouble; they would put their noses into things 
in which they had no business and about which they 
knew nothing. Some people thought the Advisory Com- 
mittee would be a very bad thing in every way. 


The Advisory Committee Functions Well 


Now the writer of this article happens to know just 
how this Advisory Committee functioned. They were 
never nosey about things that did not concern them. 
They were broad-gaged and liberal in all their decisions. 
Their advice in regard to goods, selling and advertising 
was very practical and of the greatest possible help. The 
writer happens to know about many of their decisions, 
and he does not remember a single decision where their 
advice led to a mistake in policy. In the beginning, be- 
fore the chain of jobbers became a large one, their assist- 
ance in getting other jobbers to join was a great help. 

These gentlemen attended these meetings and did all 
this work without any compensation whatever. They 


never received anything but their hotel bills and _rail- 
road fares. As far as I know, there has never been 
any such arrangement in the hardware trade, and I am 
quite sure it would be valuable in many lines of hard- 
ware if hardware jobbers who sell a line of goods would 
be consulted from time to time in regard to this line. 
I am sure very much valuable information and advice 
would be gathered. However, probably the old-timers 
among some of the manufacturers of hardware would 
be just a little afraid to have a committee of their job- 
bing customers advise them how to do business! 

Here, however, is a concrete example of the work of 
such a committee and the results were all successful. 
I happen to know that there were no bad results and no 
complications whatever. This I believe is a point that 
some of our hardware friends among the manufacturers 
can think over profitably. 


Impressions of the Drug Trade 


Being out of the business myself, it may not be out 
of place for me to say a few things of a somewhat per- 
sonal nature about the drug trade and the people in that 
business. 

I had always had an idea, when I was a hardware 
man, that the drug business was a business of very large 
profits. Afterward, in talking with many people, I 
found this was the general impression of the drug trade. 

However, after I had invested my money in a drug 
business, I was very much surprised to discover that the 
druggist gives so much service, and so much of this 
service in the nature of the case must be free, and the 
cost of doing business in the drug line is so high in 
proportion to sales that when the end of the year comes 
around, there are very few druggists, if thev will take 
their inventory at the right prices and discount all dead 
stock, that would show any net profit on their business 
whatever. These facts, to me, were very surprising. 


A Business of Very Small Unit Sales 


The drug business is a business of very small sales. 
Very few things in the drug line run into any money. 
Possibly the average sale of a corner drug store is not 
much more than twenty-five or thirty-five cents per sale. 
Patent medicines and package goods have taken the 
place, in a large measure, of prescriptions. Every kind 
and form of medicine is now put up in saleable packages. 
The prescription business, therefore, has dwindled and 
the druggist finds himself with more than 50 per cent 
of his business consisting of passing over the counter 
package goods that are nationally advertised. 


The National Advertiser 


The national advertiser, having built up a demand 
with the consumer by his advertising, has not taken into 
consideration the increase in the cost of service rendered 
by the wholesale drug house and the retail drug mer- 
chant. The national advertiser decided that about 15 
per cent gross profit is about right for the wholesale 
house and about 25 to 33 1/3 per cent profit is about 
right for the retailer. 

Now, as the necessity for more expensive service in- 
creased for both the wholesalers and retailers, this profit 
that had been set aside for them was found entirely 
inadequate. As a matter of fact, the profit assigned by 
national advertisers was just about the actual cost of 
doing business. A situation developed in which both the 
jobber and the retailer were rendering a service to the 
manufacturer for which they received no return what- 
ever. (Continued on page 90) 
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Show Card Writing for Beginners 


Third Chapter on the Speed Lettering Pen 


NATURAL question asked by 
most beginners is “How long 
will it take me to learn show 


card writing?” The answer depends 


entirely on the student and his choice 
of equipment. 
The writer advises everyone at- 




















By Joseph Bertram Jowitt 


| tempting show card writing for the 








first time to invest in a set of speed 
pens (also called “Speed 
Pens”’). 
of from four to six assorted sizes, 


make rounded terminals, the square | 


bills make perfect block letters, and 
sell for 50 cents to one dollar the set. 

With a set of these pens the aver- 
age beginner can learn to make plain 
legible show cards in from six to 
eight weeks time by following closely 


the instructions in HARDWARE AGE, | 


and practising one-half hour every 
day. Practice makes perfect in show 
card writing more surely than in any- 
thing else you may tackle. 
the best results in practising, do not 
attempt to copy too many different 
letters at one trme—6 or 7 letters 
are considered plenty to concentrate 
on at one time. 

Special attention is called to the 
different elementary strokes known 
as practice strokes shown on bottom 


of alphabet plate. 


Ball | 
These pens are sold in sets | 


To obtain | 


| After the beginner has a working 
knowledge of the pen handle the 
actual formation of each letter will be 
unlike the brush it is 
| not necessary to twist or turn the 


/ much easier ; 


» | speed pen SIDEWAYS in order to 


those with the round points or “bills” | 


|make the circular, angle, cross or 


Cushion Tire 


STORE 
LADDERS 


hey are noiseless. 
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horizontal strokes, if the “bill” of 
the pen is kept squarely on the sur- 
face the handle of pen will then be at 
the proper angle of about forty-five 
degrees. 

Each time, after the pen has been 
dipped in the ink the “bill” should be 
wiped on the neck of bottle. This will 
prevent any ink from dropping from 
pen point or blotting the work in 
making the first stroke. The brass 
reservoir which is attached to each 
pen permits a continuous flow of ink 
to the “bill” and pen should be 
dipped in bottle deep enough to fill 
the reservoir. A separate bottle of 
ink should be kept just for pen work 
and this should be at least one half 
the consistency of the ink used for 
brush work. 

If the reader will study the seven 
letters illustrated herewith he will ob- 
serve how simple is their construc- 
tion and then in turn observe the fin- 
ished show cards and how legible 
and attractive these same letters look 
when properly lined up and spaced. 
The show card featuring “Wooster 
Brushes” is a practical suggestion to 
‘help the beginner keep his lettering 
properly spaced and plumb upright. 
The size of this card is 11 by 14 
inches or one-quarter sheet; the up- 
right lines drawn through the card 
are one-quarter of an inch apart; 
these of course were drawn in ink 
with a fine pen point on account 
of reproducing, but of course the be- 
ginner may use a lead pencil and 
after card is finished the pencil 
marks may be erased with art gum. 
The speed with which a card may be 
written by this method will more than 
offset the time required to draw the 
pencil lines. 

In starting the first row of capital 
letters the letter “O” is completed i 
left and right single strokes but the 
basic part of this letter requires but 
two single strokes; finishing strokes 
are called “nibs.” Just one down- 
ward stroke forms the letter “P” 
the letter being finished with a nib 
at the top and bottom. In forming 
the capital letter “Q,” the main 
stroke is brought down almost to 





the bottom guide line and the curved 
tail at the bottom is made by a 
single backward stroke from left to 
right joining the main stroke in a 
semi-circle (follow the arrows). In 
making the letter “R” stroke num- 
ber one is made the same as the basic 
stroke in the letter “I,” the top angle 
stroke No. 2, should join the main 
stroke just below the center, the 
third or bottom tail stroke should 
start at the center of top angle stroke 
and continue obliquely to the bottom 
guide line, the letter being finished off 
with three nibs in the same way as 
the letter “P.” The letter “S” is 
made by drawing the pen downward 
from top to bottom guide line and the 
bottom curved stroke No. 2, is made 
without removing pen a short stroke 
from left to right. The pen is then 
removed to make stroke number four 
in the direction the arrow points. 
The letter “T” is closely allied to the 
letter “P,” the only difference being 
one extra stroke is used in making 
the letter “T.” The lower-case let- 
ters on the third line are much more 
simple in their construction than the 
capital letters, they requiring about 
one-half the amount of strokes in 
some cases than the corresponding 
capital letters, 

There are just nine different ele- 
mentary practice strokes shown at 
the bottom of plate. These characters 
embrace every stroke taken in mak- 
ing the seven letters shown above. 
Copying these in the rotation they 
appear for ten or fifteen minutes will 
enable the beginner to get an excel- 
lent working knowledge of the speed 
pen. The average hardware clerk 
who is interested in learning show 
card writing does not aspire to be in 
the expert class, nor do they wish to 
sell their work; their one desire is to 
create plain, legible, attractive busi- 
ness-pulling show cards thereby en- 
hancing the appearance of the store, 
also deriving the full value from the 
show windows and cutting down the 
expense of buying signs. The speed 
pen is just the handiest fool proof 
lettering tool and anybody with a lit- 
tle practice can soon learn to use it. 
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EXT week Guy Hubbart will present the second of a 
series of articles on Advertising Rules. A perusal of 

these articles together with those of Joseph Bertram Jowitt 
will go a long way toward increasing your sales volume and 
These articles are alternated in Hardware Age— 
Don’t miss one of them. They are a liberal education in 
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EVERYBODY’S BUSINESS 


By FLOYD W. PARSONS 


Our Critics Reviewed 


We are told that it has carried us part way up a 

blind alley. It has given us a purely materialistic 
interpretation of the universe, and to many it has become 
hardly less than a dogmatic religion. 

The fact is that the benefits from science have been 
so great in recent years we are prone to regard in it as a 
universal cure-all. We are inclined to blame science for 
all the shortcomings of human nature. We insist that 
because it destroyed our belief in a burning hell and a 
heaven paved with golden streets, it must go still further 
and give us a satisfying explanation of man’s nature and 
that of the universe into which 
he was born. 

We are assuming too much 
when we expect that science 
will eventually annihilate prac- 
tically all of the laws of Nature. 
There is real danger in our 
adopting outright some of the 
present popular conceptions of 
life’s values as outlined by cer- 
tain enthusiastic advocates of 
the purely scientific viewpoint. 
We may as well dismiss the no- 
tion that we can step aside from 
“creation’s scheme,’ and sepa- 
rate ourselves from the com- 
mon order of things. Deep- 
lying instincts tell us that man 
has a personality, and that the 
drama of our individual lives 
has significance. 

Disaster would overtake us 
in a hurry if we attempted to 
go ahead in the belief that per- 
sonality is a myth, freedom of 
action a dream and that all of us are merely a succession 
of states of mind having no lasting meaning. Science 
never has and never will devise anything to take the 
place of the natural and instinctive longing for things 
spiritual and moral. Nor will it ever rid us of the over- 
whelming desire for an answer to the everlasting ques- 
tion, “Why ?” 

We might as well get it straight in our minds that 
there is no chance whatever for science to reach success 
in the form of a religious cult. Its appeal must always 
be founded on things materialistic. It must be regarded 
as the most useful and most indispensable tool ever 
placed in human hands. But the technical mind gets 
eut of its proper sphere when it proposes to be the final 
authority for what man can and cannot believe about 
himself and his environment. 

Even if scientific analysis were to succeed in sweeping 
away our appreciation and acceptance of such human 
values as beauty, duty, love, faith and loyalty, we may 
be sure that history would quickly repeat itself and in a 


OT We ar has come in lately for a lot of criticism. 





















short time we would find these vital fundamentals again 
entering into our existence through some new door. 
Scientific thought may twist and turn and theorize to its 
heart’s content, but it will never dispel the feeling of 
humanity that there is a mystery and a meaning hidden 
in the universe. When our great materialistic monu- 
ments have piled up in decay we will find man still in- 
sisting that there are intangible values which surpass in 
importance many of those now considered so supremely 
essential. 

Science is making it possible for us to build a superior 
civilization, but there is no evidence to indicate that it 
will give us a new philosophy of 
life. This is true because we are 
more than our minds, and our in- 
stincts are stronger than our reason. 

What we need most right now is 
a balanced point of view with re- 
spect to our machine civilization 
which is being roundly criticized by 
the world at large. A few people 
overseas are commencing to grasp 
the truth that Europe and America 


Looking back to Johann Guten- 
berg’s 15th century printshop. Be- 
low—A modern printing machine, 
spokesman of efficiency and speed. 
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P. & L. Employees Outing Held 
at Edgewater Park on Aug. 25 


The annual outing and basket party of 
the employees of Pratt & Lambert, Inc., 
Buffalo, N. Y., was held on Saturday, 
Aug. 25, at Edgewater Park, Grand 
Island, in the Niagara River. Even the 
weather co-operated in making this an- 
nual event most enjoyable to all. 

At 9:45 in the morning, the P. & L 
family left the Amherst St. dock on board 
a large excursion boat, arriving at the 
park shortly before noon. Basket lunches 
were partaken after which the picnickers 
assembled for the sports program. There 
was a baseball game, a lemon race, shoe 
race, sack race, throwing contests, a tug- 
of-war and other events. Many valuable 
and useful prizes were awarded the win- 
ners. 

Returning the boat left Edgewater at 
5:50 P. M., which allowed the employees 
and their families to reach their homes 
shortly after 8 o’clock. 

A. D. Graves, president of the com- 
pany, was the honorary chairman of the 
outing and R. C. Stark, production super- 
intendent was active chairman. The out- 
ing was under the auspices of the Pratt 
& Lambert, Inc., Employees’ Benevolent 
Association, which is a_ self-supporting 
body organized several years ago to foster 
social activities among the P. & L. 
workers. 


Otto Nurnberg Wants Catalogs 


Otto Nurnberg & Son, retail hardware 
dealers at 99-04 Polk Ave., Corona, L. I. 
N. Y., desire catalogs and price lists from 
manufacturers and jobbers covering hard- 
ware, paints, house furnishings and elec- 
trical supplies. 


Mrs. C. A. Knapp Dies—Wife of 
Knapp & Spencer Co. Founder 


Mrs. C. A. Knapp, wife of C. A. Knapp, 
who founded Knapp & Spencer Co., whole- 
sale hardware firm in Sioux City, Iowa, 
passed away recently at her home in Sioux 
City. Mrs. Knapp was 77 years of age 
at the time of her death and had always 
been very active in church and club work. 

Mr. Knapp was a past president of the 
National Hardware Association and dur- 
ing his active business career was a regu- 
lar attendant, accompanied by Mrs. Knapp, 
at the annual Atlantic City convention. 


A. C. Rulofson Passes On— 
Head of A. C. Rulofson Co. 


A. C. Rulofson, head of the A. C. Rulof- 
son Co. San Francisco, Calif., firm of 
manufacturers’ representatives, passed 
away on Aug. 11, at the age of 74, in his 
Oakland, Calif., home. 

He was one of the pioneers in the hard- 
ware and iron and steel business on the 
Pacific Coast. His first connection was 
with the old firm of Huntington-Hopkins 
Co, San Francisco. For many years he 
was with Baker & Hamilton, resigning 





from that firm in 1904 to form his own 
company. 

A. C. Rulofson Co. has branches in 
Portland and Los Angeles and represents 
the Pittsburgh Steel Co., the Illinois Mal- 
leable Iron Co., U. S. Chain & Forge Co. 
and several others. 


Ira Lackey Dies—Was Veteran 
John Lucas & Co. Salesman 


Ira Lackey, who from 1892 to 1924 trav- 
eled for John Lucas & Co., Inc., 322 Race 
St., Philadelphia, Pa., passed away on 
Aug. 12 at his home, 1437 Laurel Ave., 
Hollywood, Cal. He was 89 years of age 
at the time of his death. 

Mr. Lackey met with a serious automo- 
bile accident about a year ago which com- 
pletely incapacitated him, and his death 
was no doubt hastened by this untimely 
occurrence. On Dec. 1, 1924, he was in- 
duced to give up the work which had oc- 
cupied him continuously since 1892 and he 
retired to Southern California with his 
wife, who survives. 

Mr. Lackey was a great influence for 
good in the Lucas business and his ex- 
ample had constantly been one for higher 
character and dependable business methods. 


PASHA Changes Convention to 
Philadelphia Commercial 
Museum 


Due to the fact that Atlantic City, 
N. J., authorities could not assure The 
Pennsylvania and Atlantic Seaboard Hard- 
ware Association that the new convention 
hall would be completed by Feb., 1929, 
the association has decided to again hold 
its annual exhibition and convention in 
the Commercial Museum in Philadelphia, 
Pa., from Feb. 12 through 15, inclusive. 

PASHA has held its annual meeting in 
Philadelphia for several years but an- 
nounced the change to Atlantic City, N. 
J., several months ago. With the doubt- 
ful conditions existing regarding the con- 
vention hall the change was made neces- 
sary for the best interests of all con- 
cerned, 


P. & F. Corbin Division Issues 
Interesting Catalog No. K-527 


A new catalog has been issued by P. & 
F. Corbin Division of the American Hard- 
ware Corp., New Britain, Conn., and is 
devoted to the line of Colonial and Early 
English hardware which the Corbin Divi- 
sion is manufacturing. ¥ 

This catalog, No. K 527, covers entrance 
door handles, escutcheons, lever handles, 
latches and locks, hinge plates, casement 
fasteners, thumb latches and other similar 
types of hardware. All articles are fin- 
ished by hand hammers and no two are 
exactly alike. Many articles are direct 
reproductions of historic pieces. It is an 
interesting catalog and profusely illus- 
trated. 





West Bend Aluminum Co. Opens 
New York City Sales Office 


The West Bend Aluminum Co., West 
Bend, Wis., announces the opening of a 
New York City office in Room’813, Fifth 
Ave. building, 200 Fifth Ave. New York 
City. , 

This new office, under the ‘management 
of Jack C. Court, eastern district sales 
manager, carries a complete line of sam- 
ples of the 250 aluminum cooking utensils 
manufactured at West Bend. The New 
York office will be operated not only as 
a convenience for accounts in the east- 
ern territory, but as a service to buyers 
from all over the country. who have occa- 
sion to visit New York. Mr. Court has 
issued a standing invitation to all buyers 
of aluminum ware to make his office their 
headquarters while in the city. 





William J. Hoehlein Joins Union 
Hardware & Metal Co. 


William J. Hoehlein, who for’ many 
years was a partner in the Jamaica, N. Y., 
retail hardware business of Birdsall & 
Hoehlein, severed his connections with that 
concern on July 15 and_ is now selling 
builders’ hardware for the: Union Hard- 
ware & Metal Co., 411 East First St., Los 
Angeles, Cal. 


Segal Lock & Hardwire Co. 
Moves Plant to Brooklyn, N. Y. 


Segal Lock & Hardware Co., Inc., an- 
nounce the removal of its offices and fac- 
tory from 157 Leonard: St.. New York 
City, to 55 Ferris St.,. Brooklyn, N. Y. 
This move was effective Aug: 15. The 
telephone at the new plant; is Cumber- 
land 6173. 


M. J. Geary Has Joined the 
McKinney Manufacturing Co. 


M. J. Geary, who has been associated 
with Skinnef-Hill since’ the first showing 
of its line of English brasses in this coun- 
try, has joined the Decorative Metal Wares 
Div. of the McKinney Mfg. Co., Pitts- 
burgh, Pa. 

Mr. Geary’s activity in-the English brass 
line extends for more than 20 years. In 
his new position he will :handle. English 
brass and forged iron fireplace equipment, 
a line which was shown for the first time 
last year. McKinney forged iron lanterns, 
door knockers and mail boxes will also be 
in the line which Mr. Geary will handle. 


Mansfield Tire & Rubber'Co. Ap- 
points Wright & Wilhelmy Co. 


The Mansfield Tire & Rubber Co. of 
Mansfield, Ohio, announces’ that the 
Wright & Wilhelmy Co. of Omaha, Neb., 
will distribute Mansfield tires in Omaha. 
The : Mansfield company’s praducts are 
also distributed in Omaha by the Lee- 
Kountze Hardware Co., who have been 
selling Mansfield products for several 
years and will continue the distribution of 
this line. 
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Metal Branch of N. H. A. Holds 
Special Meeting on Sept. 5 


The Metal Branch of The National 
Hardware Association held a_ special 
meeting at the William Penn Hotel, Pitts- 
burgh, Pa., on Wednesday, Sept. 5, 1928. 
The morning session convened at 10:00 
o'clock and was confined to jobbers. At 
12:45 a luncheon was served in an ad- 
joining room to which the mill representa- 
tives were invited. After luncheon an 
afternoon session was held of mill repre- 
sentatives and jobbers. 


Chicago Office Opened by 
The Lockwood Mfg. Co. 


The Lockwood Mfg. Co., South Nor- 
walk, Conn., have opened an office at 555 
West Randolph St., Chicago, IIl. 

M. T. Doland, who is well known in the 
territory adjacent to the city, will be the 
manager of this office. An attractive 
sample room and ample stock will be main- 
tained for the service of the trade. 


Twin City Market Week Draws 
More Than 3000 Merchants 


More than 3000 merchants in and in the 
vicinity of Minneapolis, Minn., attended 
the thirteenth Semi-Annual Twin City 
Market Week in the Twin Cities from 
Aug. 6 to 11. This year’s week was voted 
to be more successful than last year’s and 
all the wholesale firms reported a good 
volume of business. 

Among the Minneapolis concerns taking 
part in the event were the Hall Hardware 
Co. and the Williams Hardware Co. St. 
Paul companies included the Hackett- 
Gates-Hurty Co. and the Nicols, Dean & 
Gregg Co. 


Texas Association Plans Four 
Schools for Retail Salesmen 


In order that retail hardware and im- 
plement salesmen of Texas may learn 
salesmanship and window trimming, the 
Texas Hardware & Implement Associa- 
tion is conducting four merchandising 
schools. In San Antonio one school will 
meet on Sept. 17-18; in Houston on Sept. 
24-25: in Waco, Oct. 1-2, and in Fort 
Worth on Oct. 8-9. 


Metcalf Employees and Families 
Enjoy Annal Summer Outing 


Twice each year B. F. Metcalf & Son, 
Inc., operating hardware and seed stores 
in Syracuse, Fayetteville, Canastota and 
Oneida, ail in New York State, entertains 
its employees and their families. 

The summer entertainment this year 
was an outing at Edwards’ Falls. The 
stores were closed at noon and the guests 
drove to the Falls in time for dinner. 
The afternoon was devoted to games and 
special stunts, and prizes were awarded to 





the winners of the various events. More 
than 60 were present, including several 
manufacturers’ representatives who had 
been invited to join the Metcalf employees. 





L. A. Gilson, General Manager 
Continental Electric Co. Ltd. 


L. A. Gilson has been appointed general 
manager of the Continental Electric Co., 
Ltd., of Toronto, Canada, succeeding Jo- 
seph V. Stark, recently resigned. The 
Continental company manufactures the 
Royal cleaner in Canada. 

Mr. Gilson was formerly an executive 
with The P. A. Geier Co., Cleveland, 
Ohio. 


Andrew G. Bonhus Dies 


Andrew G. Bonhus, prominent Minne- 
apolis, Minn., hardware merchant, passed 
away recently in his 52d year. He is sur- 
vived by his wife, a daughter, two broth- 
ers and three sisters. 





New G. P. & F. Container 
Catalog 


The Geuder, Paeschke & Frey Co., Mil- 
waukee, Wis., has issued a new 24-page 
booklet treating container problems and 
their solution. 

Believing that the container is a part 
of any product, the Geuder, Paeschke & 
Frey Co. has endeavored to combine max- 
imum shipping safety with features which 
make products more convenient to use or 
to store. 

Among the complete G., P. & F. line is 
the Wedge-Seal container, which has a 
seal of exclusive construction. Remarkable 
safety and user convenience is claimed for 
this container, which is used for a wide 
variety of liquids, pastes, powders and 
granulated products, especially paints, oils, 
lead and chemicals. 

In addition to the standard G., P. & F. 
line which fills most container needs, this 
company designs and produces special con- 
tainers for specific needs with special in- 
side and outside finishes as required and 
labeled if desired in one, two or three 
colors. 


Nebraska Firm Wants Catalogs 


William Street Hardware Store, Inc., at 
1320 William St. Omaha, Neb., desires 
catalogs and price lists from manufactur- 
ers and jobbers. Frank J. Riha is presi- 
dent of this organization and Wm. A. 
Cusick is secretary and manager. 





J. R. Boring Dead—President 
Barnes-Boring Hardware Co. 


As we go to press we learn that J. R. 
Boring, president of the Barnes-Boring 
Hardware Co. of Elizabethton, Tenn., 
passed away recently. A further an- 
nouncement regarding the late president 
of this well-known retail hardware firm 
will be included in an early issue. 





John T. T. L. Watt to Enter 
Building Material Business 

On Jan. 1, 1928, the Watt Hardware 
Co., wholesale and retail hardware organ- 
ization in Waycross, Ga., was sold to the 
Harley-Vann Hardware Co. 

John T. Watt, president of the former 
Watt Hardware Co. and T. L. Watt, 
secretary-treasurer, are now planning to 
enter the building material business in 
Waycross. They expect to carry a full 
line of building materials, including build- 
ers’ hardware. Mr. John T. Watt can be 
reached care of the Knight Co. Way- 
cross, Ga. 


Data on Chain Uses Provided 
by S. G. Taylor Chain Co. 


The S. G. Taylor Chain Co., with gen- 
eral office and works at Hammond, Ind, 
has issued revised Blue Print B, contain- 
ing useful data relative to safe working 
loads on its Taylor-Mesaba Double Sling 
Chains, when used at various angles. 

This blue print also contains some very 
good suggestions relative to the proper 
uses of chain. The size is 15 x 21 in, 
therefore can be conveniently posted around 
the shop or on safety bulletin boards. It 
will be sent free upon request of any 
executive. 








Blumberg Wants Catalogs 


Arthur A. Blumberg, 39 Brightwood St., 
Patchogue, N. Y., desires catalogs and 
price lists from manufacturers and job- 
bers covering hardware, tools, sporting 
goods, fishing tackle, marine hardware and 
fixtures. 


J. K. Wiswell Tours Europe 

J. K. Wiswell, of Chase, Parker & Co., 
Boston, Mass., hardware jobbers, and Mrs. 
Wiswell have sailed for Europe, where 
several weeks will be spent in visiting 
various countries. 








Canada Leads in Buying Ameri- 
can Goods 


Canada’s imports from the United 
States during the fiscal year ended June 
30 amounted to $862,000,000 and gave the 
Dominion for the first time the lead over 
all countries in the purchase of her neigh- 
bor’s products, according to a statement 
just issued by Dr. Julius Klein, Director 
of the Bureau of Foreign and Dcmestic 
Commerce of the United States. The 
United Kingdom, previously the leading 
market of the United States, was second 
with imports valued at $809,000,000. 

In 1913 the United Kingdom was ex- 
ceeding in imports from the United States 
by more than $250,000,000, says Dr. Klein. 
Canada’s annual foreign trade is now 
about $240 per capita, aggregating $2,- 
360,000,000. 

Canada’s commerce has doubled since 
1914 and if the United States had an 
equal foreign trade per capita, it would 
be more than three times what it is at 
present. 

Buildings in Canada for a period of 
six months this year have been erected 
to a value of more than $250,000,000. 
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John K. Wilson & Co. Appoint 
Winfield Partridge 


Winfield Partridge of New Orleans, La., 
has been appointed Scuth Central terri- 
torial representative by John K: Wilson & 
Co., manufacturers’ representatives with 
headquarters in Baltimore, Md. 

Mr. Partridge had been associated with 
the late H. P. Chenoweth for seven years 
and for the past two years has been oper- 
ating in his own name as a manufacturers’ 
representative with headquarters in New 
Orleans. 

The New Orleans office of the John K. 
Wilson Co., under Mr. Partridge’s man- 
agement, will be located at 625 Com- 
merce St. 


George Spencer Is President 
Poultry Equipment Mfrs. Assn. 


George Spencer, general sales manager 
of the Oakes Mfg. Co., Tipton, Ind., has 
been elected president of the National As- 
sociation of Poultry Equipment Manufac- 
turers. 

The annual meeting of this organization 
was held in Cedar Point, Ohio, last month, 
and at this convention Mr Spencer was 
selected to lead the manufacturers for the 
next year. 


Benjamin F. Metcalf Dead— 
Pres., B. F. Metcalf & Son, Inc. 


Benjamin F. Metcalf, Sr., president of 
B. F. Metcalf & Son, Inc., Syracuse, N. 
Y., died suddenly at his home in Chitta- 
nango, N. Y., on Aug. 27, at the age of 65 
years. His death was due to a severe 
heart attack. 

Mr. Metcalf’s firm operated retail hard- 
ware and seed stores in Fayetteville, Can- 
astota and Oneida, as well as in Syracuse. 
He is survived by his son, B. F. Metcalf, 
Jr., and several grandchildren. 





“Saw Kerf” Summer Number 


Issued by E. C. Atkins & Co. 


Many informative and useful articles 
.are contained in the summer number of 
“The Saw Kerf,” published by E. C. 
Atkins & Co., Inc., Indianapolis, Ind. 

Among the stories in this issue is one 
about a pioneer logging family in Wash- 
ington. There is also an interesting article 
on an old historical sawmill of the West- 
ern Empire Lumber Co. and a timely arti- 
cle on “Airplane Hangar Construction.” 
Several other items, including the “Byrd 
Antarctic Expedition,”“Thurston, the Ma- 
gician” and “Steam Feed—and How to 
Accomplish It” are found in this summer 
number. 


“Door-Ways” for September 
Issued by Richards-Wilcox 


Richards-Wilcox Mfg. Co., Aurora, III., 
recently placed in the ‘mail the September 
issue of “Door-Ways,” a monthly booklet 
devoted to the many uses of Richards- 
Wilcox hardware. 

The September ‘number ‘is ‘known as the 





“Home Town Issue.” Through the use 
of many pictures and interesting articles 
the company shows how it has assisted in 
the development of Aurora by furnishing 
hardware for local homes, offices, fac- 
tories and institutions. 


Billings & Spencer Opens Office 
to Handle Export and Industrial 
Forgings 


Billings & Spencer Co., Hartford, Conn., 
has opened an office at Room 1205, 71 
Murray St., New York, adjacent to the 
offces of the Tucker Co., 75 Murray St., 
which is the Billings & Spencer New York 
office and stock wareroom. W. Roy Moore 
is in charge of sales in this department 
and is assisted by Robt. C. Smith. This 
action is taken to augment the force of the 
present New York office in order to care 
for the export and industrial forgings 
business. 


Sept. 12 Nutmegger Meeting Will 
Open Busy Fall Season 


On the evening of Sept. 12 The Nut- 
meggers will resume their monthly meet- 
ings and will assemble at the Hotel Bur- 
ritt, New Britain, Conn., at 6.30 p. m., to 
commence the business of the second half 
of the year. 

Among the subjects that will probably 
be discussed at this meeting are the advis- 
ability of meeting in some other city than 
New Britain and the need of securing new 
members. Carlton S. Philips, The L. S. 
Starrett Co., is president of the organiza- 
tion, and E. C. Sullivan, The Hotchkiss 
Co., is secretary. 


Clarence C. W. Wilson Dies 


Clarence C. W. Wilson, manager of the 
Philadelphia, Pa., office of E. I. du Pont 
de Nemours, Inc., Wilmington, Del., 
passed away on Aug. 29, at his summer 
home in Ocean City, N. J. He was 51 
years of age and his death brought to a 
close an illness of several months. 


Mrs. Juliet Brown to Write 
in Standard Electric’s Paper 


Mrs. Juliet Brown, home.economics ad- 
visor for the Standard Electric Stove Co., 
Toledo, Ohio, will conduct a column each 
month in the “Standard News,” a paper 
circularizing among the company’s dealers 
in the United States. This column will 
give information in regard to culinary 
suggestions and will offer seasonal recipes. 

The ccmpany, through its authorized 
distributors, is offering its dealers author- 
ized dealer contracts assigning the dealers 
specific territories and furnishing them 
with sales helps, literature, etc. 

These contracts are made through dis- 
tributors where the Standard company has 
distributors and direct by the factory 
where there is no distributor representa- 
tion. 





Maurice D. Hussie Passes On— 


Past President of N. R. H. A. 


Maurice D. Hussie of Omaha, Neb., 
who was president of the N. R. H. A. in 
1918-19, passed away recently in his Omaha 
home. 

Mr. Hussie suffered a nervous break- 
down several years ago, and this, with 
other complications, hastened his death. 
He was elected to the National Board of 
Governors at the 1915 St. Paul convention 
and was made vice-president of the Na- 
tional Asscciation in 1917. His elevation 
to the presidency took place in June, 1928, 
at the Cedar Point, Ohio, Congress. 


The Dover Mfg. Co. Moves Its 
New York City Office 


On Sept. 1 the New York City office of 
The Dover Mfg. Co., Dover, Ohio, was 
moved from 200 Fifth Ave. to the Graybar 
Building, 420 Lexington Ave. 

H. E. Mitchell is in charge of sales 
from this office. 





Ezra A. Seamans Passes On— 


Head of E. A. Seamans & Son 


Ezra A. Seamans, head of the old es- 
tablished retail firm of E. A. Seamans & 
Sen at East Pembroke, N. Y., passed away 
suddenly in his eightieth year on Aug. 8, 
1928. 

Mr. Seamans is survived by his son, 
who has been his partner, and with whom 
he lived. 


The “Color-Mode” Chest 


The “Color-Mode Chest” of the Oneida 
Community Studios, Oneida, N. Y., is said 
to be one of the finest free containers ever 
offered in Tudor Plate by the makers of 
Community Plate silverware. A_ variety 
of assortments can be obtained, contain- 
ing from 26 to 50 pieces. 





Through ingenious construction, the lift- 
ing of the chest’s lid automatically raises 
the silverware pieces on the base into a 
slanting position best suited to show the 
pattern and reflect the light. 

In design and color scheme the chest is 
decidedly modern. It is finished in red 
and black, lined with the same colors, and 
the base is covered with black velvet to 
sharpen the contrast with the silverware. 
Application has been made for a patent 
covering the design and construction of 
the chest. 
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New Studebaker Delivery Car 


A longer chassis of 109 in.; a deeper and 
more graceful radiator; and a body of 
long, graceful contour are the features of 
the new one-half ton delivery car an- 
nounced today by the Studebaker Corpora- 
tion of America, South Bend, Ind. Other 
features are quick acceleration; four-wheel 
brakes; short turning radius; low gasoline 
and oil consumption; and a dependable and 
proven six-cylinder motor. 

This model is a refinement of the Stude- 
baker one-half ton delivery car which was 
announced the first part of the year. The 
new model is being offered in two body 
styles: a panel delivery and a screen type 





delivery. Due to its combination of beauty 
and utility, this new delivery car is admir- 
ably suited for the merchants whose busi- 
ness demands a car that can stand the 
roughest going. 

The floor, which is but 27 in. from the 
ground, makes loading particularly easy. 
The rear opening, 44 in. wide and 40 in. 
high, permits quick and convenient ar- 
rangement of packages. From the driv- 
er’s seat to the rear doors the loading space 
in 74 in. long; the height is 47% in., and 
the width 48 in.—a total of 96.5 in., more 
than ample for 1000-Ib. loads. 

The driving compartment is entered 
through doors 27 in. wide and 44 in. high, 
which permits quick entrance and exit. 
The driver’s seat is deeply cushioned and 
tilted at an angle which insures a comfort- 
able driving position. Scientific bracings 
throughout the body insure long life and 
are a protection against body noises. The 
use of “J” iron-joints seals the floor from 
dust or moisture. The entire interior is 
finished in gray engine enamel. 


Useful Mendall Cold Solder 


J. P. H. Barlow, 324 W. 42nd St., New 
York City, is manufacturing Mendall cold 

















solder which is heatproof, waterproof and 
rustproof. It can be used to repair leaky 
pipes, radiators, crankcases or cylinder 








heads. 
it, as can china,,crockery, jewelry, pots, 
pans, etc. Mendall cold solder is ready 
for instant use and it hardens within a 
short period of time, depending on the 
thickness of the application, the tempera- 
ture of the surface and the kind of 
material. 

An attractive display stand containing 12 
bottles is now being offered to dealers. 


Aluminum can be repaired with | 


The bottles are held securely to prevent | 


theft and accident, but can be easily re- 


Coleman Lamps and Lanterns 


A new line of Instant-Lighting gas pres- 
sure lamps and lanterns has been an- 


nounced recently by The Coleman Lamp 
& Stove Co., Wichita, Kan. These lamps 
light 


and _ lanterns instantly with the 





scratch of a match and the turn of a valve. 
They require no preheating of any kind. 
The items are new in design, construc- 
tion and operation. Other important fea- 
tures include an automatic safety air re- 
lease that prevents the escape of fuel if the 








valve is opened and mantle not lighted, a 
built-in air pump, a triple-life generator 
with a self-cleaning gas tip. 

These items constitute the third im- 
portant inventions announced by the Cole- 
man company this year. The principle of 
instant lighting gasoline pressure devices 
was first applied to the Coleman Air-O- 
Gas line of kitchen stoves and ranges, then 
to the Coleman gasoline iron and now to 
the Coleman lamps and lanterns. 

Complete information will be furnished 
by the manufacturer. 





A New Dixon Product 


The Joseph Dixon Crucible Co., Jersey 
City, N. J., who has manufactured graph- 
ite and graphite products for more than 
100 years, announces a new addition to its 
line of graphite products. 

The new product is Graphite Seal—a 
graphite paste for sealing screw thread, 
flange and gasket joints of pipe lines car- 
rying hot or cold oils, gasoline, etc. 

Dixon’s Graphite Seal expands when 


moved from the stand when making a sale. | Subjected to heat and makes leak-proof 


joints that hold tight under all conditions 
of service. Yet these joints may be opened 
with ease at any time without delay or 
damage to tools or fittings. 








It is also recommended as excellent for 
use on hand-hole and manhole plates, etc., 
or wherever there is a flange and gasket 
connection. For automobiles, it is recom- 
mended in place of shellac for all gaskets 
and also for making joints in oil and gas 
lines. 


The Handy Broiler 


The Handy Broiler has recently been 
placed on the market by the Handy Broiler 
Co., 44 North Fourth St., Philadelphia, Pa. 
There are many uses and advantages to 
this product, which can be used over gas, 
oil or electric burner, as there is no drip. 

Meat or fish to be broiled is placed on 
top of the closed broiler. The juices from 
the food run off the ribs of the top into 
the channels in ribs of the bottom pan and 
then into a surrounding gutter. When the 
food is cooked and placed on a platter, 

















these juices are poured over the food 
from a spout on the side of the broiler. 

Food is broiled in the open air and not 
in an oven when using the Handy Broiler. 
It is easy to clean and handy, as well as 
economical to use. Soggy fried grease 15 
also eliminated when meat is broiled on 
the Handy Broiler. 
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Washington News Letter 


Dr. F. M. Surface predicts revolutionary changes in country’s distribu- 
tion system—Output for 1927 reported by porcelain electrical supply 
manufacturers—W. F. Whiting succeeds Hoover as Secretary of Com- 
merce—Hardware imported into Union of South Africa during 1927 


(Washington Bureau of HARDWARE AGE) 

While declaring that it is always un- 
safe to make predictions, Dr. Frank 
M. Surface, assistant director in charge 
of Domestic Commerce, Department of 
Commerce, in an address before the In- 
ternational Advertising Association re- 
cently said that it seems rather safe to 
assume that the next 10 years will see 
some fairly revolutionary changes in 
the distribution system of the country. 
Distribution and marketing and their 
handmaiden, advertising, he said, are 
suffering because of the dearth of sta- 
tistical information in this field of busi- 
ness activity. Many students of busi- 
ness, he pointed out, have maintained 
for years that a national census of dis- 
tribution agencies would be one of the 
most constructive contributions the gov- 
ernment could make. Before embark- 
ing upon such a venture, it seemed 
worth while to find out what kind of 
information could be obtained from dis- 
tributers by census methods, and, sec- 
ond, whether such information would 
be of any use to business. Such was 
the basis for the sample census of 
wholesale and retail distribution in 11 
cities taken last year through the co- 
operation of the Bureau of the Census, 
the Bureau of Foreign and Domestic 
Commerce and the Chamber of Com- 
merce of the United States. The re- 
sults have been published by the Cham- 
ber of Commerce. The same was suf- 
ficiently large to be significant, for 
within the boundaries of these 11 cities 
was included a population of over 
6,750,000. The retail trade of this 
group of cities totaled more than $4,- 
000,000,000, or approximately 10 per 
cent of what has been estimated as the 
retail trade of the United States. 

Dr. Surface said that the facts con- 
cerning retail institutions are prob- 
ably of greater value from an adver- 
tising point of view. Contrasting two 
well recognized methods of retail dis- 
tribution, he explained, it was found 
that the independent stores distribute 
71 per cent of the commodities sold in 
these cities, whereas the remaining 29 
per cent passed through chain store out- 
lets. But in the number of establish- 
ments the independent stores accounted 
for 85 per cent and the chain stores 
for 15 per cent. It is evident, there- 
fore, Dr. Surface said, that the aver- 
age sales per chain store are greater 
than those of the independent. Analy- 
sis was said to show that the average 





valued at $6,185,826. 


By L. W. Moffett 


annual sale for all classes of chain 
store is over $85,000, as against $26,000 
for the independent store. The average 
sale per chain store varies from $46,000 
in Seattle to $114,000 in Chicago. Cer- 
tain types of stores, it was stated, have 
surprisingly wide variations of the ut- 
most significance to the marketing man. 
In Seattle, hardware stores reported an 
average annual sale of $16,000, whereas 
in Atlanta the average was $96,000 or 
nearly six times as great. Examina- 
tions of the operating structure of re- 
tail store (number of employees, wages 
and salaries) showed nearly as many 
non-selling employees as there are regu- 
lar salespeople. Of the total number 
of employees 49 per cent were engaged 
in non-selling work and 51 per cent in 
selling. 

Referring to the average sales per 
dollar of wages, it was stated that, 
considering the entire 11 cities, fruit 
and vegetable stores topped the list 
with a return of $16 in sales for every 
dollar paid out as salaries and wages. 
At the other end of the list were type- 
writer and calculating machine estab- 
lishments getting a return of only $3.93 
for every dollar paid out as salaries 
and wages. 

The proposed national census for 
1930, now pending before Congress, 
would be on a far broader scale than 
the samples taken in the 11 cities, Dr. 
Surface said. In addition to covering 
wholesale and retail trade of consumer 
commodities, it is proposed to cover 
also by purchases by industry, distri- 
bution of agricultural and mining prod- 
ucts and volume of business by service 
institutions. In addition to providing 
information of direct value in planning 
and directing business operations, a 
census of distribution would serve to 
focus attention upon the problems of 
marketing and distribution and sug- 
gest new methods of attack on these 
problems, it was pointed out. And, it 
was added, every move which tends to 
increase the efficiency of marketing 
will at the same time increase the scope 
and value of efficiency advrtising as a 
method of selling. 





Establishments engaged primarily in 
the manufacture of porcelain electrical 
supplies in 1927 reported a tota! out- 
put for that year of $22,871,610, accord- 
ing to the Bureau of the Census. Of 
this amount $22,236,639 was contrib- 
uted by porcelain electrical supplies, ex- 





clusive of the value of fittings, and 
$634,971 by miscellaneous products, 
which compares with $24,689,747 in 
1926. Manufacturers of hotel china 
in 1927 produced an output valued at 
$9,782,266 of which amount $9,531,699 
was contributed by hotel china and 
$250,567 by miscellaneous products. 
This compares with a production val- 
ued at $10,079,579 in 1926. 





Appointment by President Coolidge 
of William Fairfield Whiting, paper 
manufacturer, Holyoke, Mass., as Sec- 
retary of Commerce, to succeed Herbert 
Hoover, came as a surprise to Wash- 
ington, His name had never been in- 
cluded in the list which has been men- 
tioned, one of which was considered 
likely to be chosen. But the selection 
was typical of the President who has 
frequently named men whose names 
were not associated in the public mind. 
The selection also was typical in that 
the President has chosen a big and suc- 
cessful man, a philanthropist and sup- 
porter of cultural advancement, and, 
like President Coolidge, is a graduate 
of Amherst College. Mr. Whiting is 
head of the paper manufacturing com- 
pany which was organized by his 
father. He will take office soon and is 
expected to conduct the Department of 
Commerce in accordance with the poli- 
cies of Mr: Hoover. 





Imports of hardware and allied prod- 
ucts into the Union of South Africa in 
1927 were valued at $6,185,826, a de- 
crease of $420,841 as compared with 
the previous year, according to E. B. 
Morse, Iron and Steel Division, Depart- 
ment of Commerce. The United King- 
dom supplied over half of this trade 
and its proportionate participation in 
the total imports in the class remained 
about the same, notwithstanding the de- 
cline in value from that of 1926. Ger- 
many and the United States rank, re- 
spectively, second and third in this 
trade, and both, like the United King- 
dom, declined in the total value of 
goods supplied to the Union. Mechan- 
ics’ tools, the most important class of 
hardware in trade in point of value, 
are increasing their proportionate 
share each year, with the United States 
favored by a good percentage. In 1927 
imports of these tools were valued at 
$1,269,945, of which the United States 
supplied $445,477 worth. 
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General Market News 











Fall Merchandise Demand Begins 
—Hardware Stocks Light. 
Prices Remain Firm 


NEw York, Sept. 5.—The beginning of the fall season finds aver- 


age hardware stocks light. 


Reports from leading market centers 


indicate that business is good and that the hardware trade in gen- 
eral is looking for a genuinely satisfactory autumn business. Re- 
tailers’ stocks in general are light and the buying power of consum- 
ers, particularly in the agricultural sections of the country will be 
greatly augmented when bumper crops are marketed. 

Fall and winter goods are beginning to show activity, jobbers 
even shipping such advanced winter items as sleds. 

Price changes are very few and of lesser importance. 

Collections average fair, but improvement is expected with the 


general improvement in business. 


Satisfactory Business Foreseen 
by Bank 


With the second half of 1928 well under 
way, indications point definitely toward a 
continuation of good business for the re- 
mainder of the year, according to Trade 
Winds, published by the Union Trust Co., 
of Cleveland. 

“In fact it seems evident that 1928 may 
prove to be a much better year than was 
expected during the spring,” says the bank 
in its magazine. “Larger volumes and bet- 
ter earnings have been witnessed in many 
lines, including building, automobiles, iron 
and steel, machine tools, mail orders and 
chain stores. 

“Furthermore a number of factors point 
toward a continuance, or even an increase 
in this volume. Among them may be men- 
tioned good agricultural prospects, increas- 
ing car loadings, and satisfactory employ- 
ment conditions. 

“It is littke wonder that with so many 
factors pointing toward long term pros- 
perity, buyers of securities should remain 
optimistic. Although interest rates may 
remain at levels about as high as at pres- 
ent for a considerable period, business 
should have no difficulty in securing ample 
funds for its operation, and somewhat 
lower interest rates should appear after 
the current speculation cycle has run its 
course. 

“The automobile situation is particu- 
larly encouraging. Production for July, 


according to preliminary figures, showed 
an increase of about 40 per cent over that 
of July, 1927. The decline from the level 
of June, 1928, was extremely small and 
may be accounted for largely by shut- 
downs on the Fourth of July. Production 





for the first half of this year totaled 
2,326,887 units, which is about 6 per cent 
over the first half of 1927.” 





U. S. Bank Clearings Show 2.4 
Per Cent Decrease 

Bank clearings in the United States for 

the week ended Aug. 9, as reported to 


Bradstreet’s Journal, aggregated $9,266,- 
579,000, as against $9,503,935,000 last week 


and $9,973,622,000 in this week last year. | 


There is here shown a decrease of 2.4 per 
cent from last week and 7 per cent from 
the like week a year ago. Canadian clear- 
ings aggregated $335,606,000, against $337,- 
727,000 last week and $258,107,000 in this 
week last year. 


Week’s Commodity Prices 
Reduced Slightly 


Prices of commodities during the week 
ended Aug. 25 declined one-fifth of 1 
per cent, according to the wholesale price 
index of the National Fertilizer Associa- 
tion. The small decline was due largely 
to cotton, other textile materials and foods. 
The decline in foods was a lagging one 
following the declines in grains of previ- 
ous weeks. 

An advance of three-fifths of one per 
cent occurred in the group of grains, feeds 
and live stock. It would seem that the 
general trend of prices is still slightly 
upward. 

Based on 1926 as 100 and 451 com- 
modities, the index stood at 94.9 for the 
week ended Aug. 25 and 95.1 a week ago. 





12,463 Cars Increase in Freight 
Loadings for Week 


Loading of revenue freight for the week 
ended on Aug. 18 totaled 1,056,905 cars, 
the car service division of the American 
Railway Association announced today. 

This was an increase of 12,463 cars 
above the preceding week, due principally 
to the increased loading of miscellaneous 
freight. Increases were also reported in 
the loading of grain and grain products, 
live stock and ore, while coal coke, forest 
products and merchandise less than carload 
lots freight showed decreases. 

The total for the week of Aug. 18 was 
a decrease of 9,923 cars below the same 
week in 1927 and a decrease of 24,598 cars 
below the corresponding week two years 


ago. 


Week’s Price Average 99.9 
Per Cent, Says Fisher 


Prof. Irving Fisher of Yale University 
announced Aug. 26 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 99.9 per 
cent. The purchasing power of the dollar 
was 100.1 on a 1926 basis of 100c. 

Crump’s index for the week on the 
revised 1926 level was 93.5. 

The Italian index on the revised 1926 
level for the week ended Aug. 20 was 
74.2. 


1.4% Rise in Bank Debits 
for Week 


Debits to individual accounts, as_re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week ended 
Aug. 22, aggregated $13,555,449,000 or 1.4 
per cent above the total of $13,363,577,000 
reported for the preceding week, and 14.2 
per cent above the total for the week ended 
Aug. 24, 1927. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since Jan., 1919, amounted to $12,809,- 
850,000, as compared with $12,607,022 for 
the preceding week and $11,186,291 for the 
week ended Aug. 24, 1927. 


Eveready Flashlight Batteries 
Reduced from 15c. to 10c. Retail 


Eveready flashlight unit cells Nos. 950 
and 935 will hereafter retail at 10c each. 
This is a reduction of 5c or 33 1-3 per 
cent per cell from the previous retail 
price of 15c. Prices on other Eveready 
flashlight batteries are reduced propor- 
tionately, 








-. Ai tae 


a oe 


ee. ee ee 


 —— | 


we we eee he fe 

















—_—- 


HARDWARE AGE for SEPTEMBER 6, 1928 





———_ 


Minnesota State Fair Draws Buyers 
to Twin Cities—Prices Are Firm 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, Sept. 4.—One of the greatest attractions of the 
year for this part of the country is in progress—the Minnesota State 


Fair. 


Visitors from all of the surrounding States are here to at- 


tend, and incidentally, to buy for their own needs or those of their 


customers. 


This means considerable business for both the wholesale and re- 


tail merchants of the Twin Cities. 


Dealers have taken advantage 


of the rates and are here to add to their stocks for fall trade. 
Conditions over the Northwest are still favorable for a very good 


fall trade. 


There have been some severe setbacks in certain parts 


of the territory, but the crop average for the entire Northwest will 


be over the five-year mark. 


Prices are particularly firm, not showing any changes again this 


week. 


AXES.—Sales are still steady, show- | 
ing a fair volume of summer buying. | 


Dealers are filling in for the winter 
trade. Prices have not changed. 


ti ty QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Single bit, base weight axes. $16.50; 
double bit, base weight, $21.50; single 
bit, unhandled, $15; double bit, $20; 
handled, single bit, $19.25; double bit, 
$24.25 doz., net. 


AUTOMOBILE TIRES AND TUBES. 
—Demand is steady and good. Stocks 
are ample for the present needs. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Mansfield tires, Liberty cord, 30 x 
3%, $6.10; heavy duty oversize, $8.30; 
balloon tires, 27 x 4.40, $8.70; 29 x 4.40, 
$9.15; 30 x 5, $13; 32 x 6, heavy duty, 
$21.10; 32 x 6.20, heavy duty, $24.85 
each, less 5 per cent. Mansfield tubes, 
tan, 30 x 3, single lots, $1.50; case 
lots (12), $1.40; 32 x 4, single, $2.50; 
case (12), $2.40; 34 x 4%, single, $3.10; 
case (12), $3; gray tubes, balloon 
types, 27 x 4.40, $1.80; case (12), $1.70; 
29 x 4.40, single, $1.85; case (12), 
$1.75; 30 x 5, single, $2.25; case (12), 
$2.15; 32 x 6, single, $3.10; case (12), 
$3; 32 x 6.20, single, $3.50; case (12), 
$3.40 each, less 10 per cent. 


BOLTS.—Deliveries show a good de- 
mand in this line. Stocks are well as- 
sorted and prices firm. 
JOBBERS’ ote mi RE. 
TAILERS, F.O.B CITIES: 
Carriage and ss ol bolts, all 
sizes, 60 per cent; stove bolts, 75 per 
cent; and lag screws, 60 per cent 
from standard lists. 


BRADS.—Sales are fairly good, with 
no change in prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


tes Steel wire brads, 75 per cent from 
sts. 


BUILDERS’ HARDWARE.—Finishing 
hardware shows a fair amount of 
trade, although the totals for the year 
will probably be lighter than last year 
in small home building. Prices are 
still firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

3 x 3% steel butts, old copper 
and dull brass finish, 19c. pair in less 
than case lots, 18c. pair in case lots; 

4 x 4 steel butts, old copper and dull 
brass finish, 26c. pair, less than case 
lots, 25c. pair in case lots; broad 





bevel steel inside sets, old copper or 
dull brass finish, one piece knobs, 
less than case lots, $7 doz. sets, case 


lots, $6.75 doz. sets; steel bit-keyed 
front door sets, $1.85 per set; cylin- 
der brass outside trim, bit-keyed 


front door sets, $1.85 per set; cylinder 
front door sets, $6.50 per set. 


Light plain strap hinges, 3 in., 56c. 
doz. pair; 4 in., 75c. doz, pair; heavy, 
plain strap hinges, 4 in., 98c. doz. 


pair; 5 in., $1.22 doz. pair; 6 in., $1.56 
doz. pair; light plain tee hinges, 3 
in., 62c. doz. pair; 4 in., 78c. doz. 
pair; heavy plain tee hinges, 4 in., 
$1.06 doz. pair; 5 in., $1.20 doz. pair; 
6 in., $1.40 doz. pair; 8 in., $1.95 doz. 
pair; extra heavy plain tee hinges, 4 
n., $1.28 doz. pair; 5 in., $1.58 doz. 
pair; 6 in., $1.89 doz. pair; 8 in., $2.83 
doz. pair; 10 in., $4.53 doz. pair, net. 


EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS. — Demand is 
steady with fair volume. Stocks are 
ample for present needs, and prices are 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN a age 

Eaves trough, 28 ga., 5 in., S.B. 
slip joint, in crates, $5.50 per i900 1g 
conductor pipe, 28 ga., 3 in., in crates, 
not nested, $5.50 per 100 ft.: 3 in. gal- 
vanized corrugated conductor elbows, 
$1.73 doz.; 4 in., $2.88 doz., net. 


FILES.—Call for files shows a good 
demand in this line. Prices are still 
unchanged. . 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Nicholson files at 50 per cent, and 
Riverside files, 60 per cent from lists. 


GALVANIZED WARE. — Sales are 
steady and volume is good. Prices are 
firm as quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Standard 10 qt. galvanized pails at 
$2.55; 12 qt., $2.70; 14 qt., $3; 16 qt., 
stock pails, $4.70; 18 qt., $5.50; stand- 
ard galvanized tubs, No. 1, $7; No. 2, 
$7.90; No. 3, $9.20; heavy galvanized 
tubs, No. 1, $12.85: No. 2, $14.05; No. 
, $15.25 doz., net. 


HOSE REELS.—Call for this line is 
beginning to shade off for the year. 
Dealers are clearing their stocks for 
fall goods. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Donley All Steel hose reels, No. 2, 
at $2 each, net. 


ICE CREAM FREEZERS.—Demand is 
steady, though perhaps showing signs 





of the changes for fall. Prices have 


not changed. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. TWIN CITIES: 

Ww hite Mountain freezers, 2 qt., 
3 at., $3.38; 4 qt., $4.18; 6 qt., 
8 qt., $6.75 each, net. Arctic 
moe 2 at., $2.30; 3 qt., $2.78; 4 
qt., $3.40; 6 qt., $4.30; 8 qt., $5.55; 10 
qt., $7.40; Acme, 2 qt., galvanized, 
16c.; 4 gt., 


enameled, $1.65 each, net. 
LAWN HOSE.—Sales are still fair, 
with dealers grading their stocks down 
for the end of the season. Prices have 
not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Competition, % in., 3 ply hose, 
$6.75; Good Luck, % in., 6 ply, $10; 
Bull Dog, % in., 7 ply, $13.50; Leader, 
5% in., 5 ply, $8; Manhattan whipcord 
molded, % in., 500 ft. bales, $8.50; 
red, % ae 500 ft. bales, $9 per 100 
ft., net 


LAWN MOWERS.—There is a fair 
volume of business still in this line. 
Prices are steady as quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Philadelphia, styles A and C, 40 per 
cent; style E, 45 per cent; style K, 
30-5 per cent from lists. 


NAILS.—Deliveries are quite good in 
this line. Stocks are well filled and 
prices firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Standard wire nails and cement 
coated wire nails in 100-lb. kegs at 
$3.10 per keg, base. 


OIL STOVES.—Call for oil stoves is 
fairly good, with stocks well assorted. 
Harvesting and threshing have created 
some demand in this line, and there 
is a steady market for sales. at all 
times. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


No. 500 Nesco oil stoves, $80 each; 
No. 213, $22 each; No. 213 with No. 
1103 shelf, $28.50 each, less 30-5 per 
cent. No. 79, Perfection, with black 
cabinet, $78 each; No, 78 only, $22.50 


each; No. 73 with black cabinet, $29 
each; with a discount of 30 per cent 
in lots of less than te n, and 30-5 per 


cent in lots of ten or more. 


PYREX OVENWARE. — Demand 
improving and stocks are being filled i 
for fall trade. Prices are firm 
quoted. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
No. 623 casseroles, $1.17; No. 624 
casseroles, $1.33; No. 634 casseroles, 
$1.33; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 
12 teapots, $1.67; No. 26 teapots, 
$2.33, and No. 953 percolator tops, 7c. 
each, net. 


REGISTERS.—Call for registers is 
steady, showing a very fair demand. 
Furnace repairs are being rushed and 
new business shows a fair volume. 
Prices are still firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Cast iron registers, 20 per cent, and 
wrought steel registers, 40 per cent 
from lists. 
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ROPE.—Demand is good for some 
sizes in particular, and fair in the en- 
tire line. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade manila rope at 23c. per 
lb., base, and best grade sisal rope at 
17c. per Ib., base. 


SANDPAPER.—Demand is_ showing 
signs of increase, and stocks are ready 
for the fall painting season. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade, sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 


SANITARY PRODUCTS.—Call for 
items in this line is good, with stocks 
being kept in good assortment. Prices 
show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per doz.; bowl cleaner, 22 
oz. size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 per 
doz.; Silvershyn, 4% oz. size, $1.80 
per doz.; Waterless cleaner, 2 pt. 
size, $5.40 per doz.; same, 5 pt. size, 
$9 per doz.; Window cleaner, 6 oz. 
size, $3.60 per doz.; same, 12 oz. size, 
$5. 40 per doz.; Presto Lustre, 6 oz. 
size, $2.60 per doz.; 12 oz. size, $4.32 


per doz.; 16 oz. size, $5.40 per doz., 
and Dry Cleaner, 8 0z. size, $3.60 per 
doz. 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz., 
and in gross lots, $2 per doz. Desolvo, 


triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in Zz Ib. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean.—22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2.00 per doz. 

Tubola, 12 oz. cans, less than case 


lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
per doz. 


Chaco boiler liquid, single quarts, 
$2.50; half doz. quantity, $2 per qt., 
and doz. quantity, $1.75 per qt. 

Hercules tile and porcelain cleaner, 
$2 doz. less than gross lots, and $1.90 
doz. in gross lots; Hercules Radiator 
Stop Leak, 8 oz. cans, 1, 2 and 3 doz. 
cans to the carton, $3.50 doz.; Her- 


New Height Gage Attachment 


The Brown & Sharpe Mfg. Co. of 
Providence, R. I., announce a new height 
gage attachment No. 465 for combination 
squares and sets. This attachment is used 
on the blade of the combination square 
and makes the tool a height gage. The 
vertical height of the scriber point is read 
directly. A feature of the attachment is 
its ability to be used at all positions from 
the extreme top to the bottom of the 
blade. It is also reversible and can be 
used on either side of the blade. This 


gives the greatest possible range of meas- 
urements. 

The frame of this attachment is drop- 
forged and has a smooth japanned finish. 








— boiler compound, qt. cans, $1.50 
each. 

Economy Plumber’ drain pipe 
cleaner, 1 Ib. cans, $2 per doz.; 2 Ib. 
cans, $3.90. The 1 lb. size is packed 
in 1, 2 and 3 doz. to the carton and 
the 2 lb. size is packed 1 and 2 doz. 
to the carton. 


SASH CORD AND WEIGHTS.—Call 
for these lines is fair, with stocks am- 
ple. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES 


Best grade sash cord, No. 8 tenes). 


63c.; second grade, 34c.; third grade, 
32c. lb., net; cast iron sash weights, 
$2.00 cwt., net. 


SCREEN DOORS AND WINDOWS.— 
Demand still continues to be fair, al- 
though not so heavy as early in the 
season. Prices show no changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
Common screen doors, 2-8 x 6-8, 
$1.70; fancy, 2-8 x 6-8, $2.05 each, 
net. Continental extension window 
screens, 24 in., $9.75: Wabash exten- 
sion, 24 in., $5.60 doz., net. 


SCREWS.—Sales are fair, with stocks 
well filled. Prices have not changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Flat head, bright wood screws, 50 
per cent; flat head japanned, 37% per 
cent; round head blued, 45 per cent: 
flat head brass, 45 per cent; round 
head brass, 40 per cent from lists. 


SOLDER.—Call for solder is steady, 
with fairly good volume. Prices are 
unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Strictly half and half solder at 32c., 


and warranted half and half solder 
at 33c. a Ib. in 100-lb. boxes, net. 


STEEL SHEETS.—Deliveries show a 
fair trade, with prices still firm as 
quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Galvanized steel sheets at - $4.75 
ewt., base (24 ga.), and black steel 
sheets at $3.90 cwt., base (24 ga.). 


TIN.—Roofing tin is moving fairly well, 
with demand good in other items. 
Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
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Furnace coke tin, ICL, 20 x 28, 
$14.50 box, and roofing tin, IC, 20 x 
28, 8 Ib. coating, $15.50 box, net. 


WIRE.—Fence wire is selling better as 
the fall work progresses. Stocks are 
ample for the demand with prices firm. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized cattle barbed wire, $3.05 
per 80-rod spool; galvanized hog 
barbed wire, $3.26 per 80-rod spool: 
painted cattle barbed wire, $2.97 per 
80-rod spool, painted hog barbed 
wire, $3.18 per 80-rod spool, No. 9 
(base) smooth galvanized wire, $3.55 
cwt.; No. (base), smooth black 
wire, $3.10 cwt. 


WIRE CLOTH.—Demand is shading 
off in this line and dealers are clearing 
their stocks. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
12 x 12 mesh black, $1.80, and 12 


x 12 mesh aluminum finish, $2.20 per 
100 sq. ft., base, net. 


WHEELBARROWS.—Sales are fair, 
with wheelbarrows for domestic use 
again selling slightly better. Prices 
have not changed. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Queen B, barrel type tray, fully 
bolted wheelbarrows, $42.50, and 


Meteor, fully bolted, barrel type tray, 
$34.50 doz., net. No. 2T tubular bar- 


rows, $7.33; No. 16, Gopher garden, 
$4; No, 10, American garden, $6.25 
each, net. 


WRENCHES.—Shops and factories are 
still using a fair quantity of new 
wrenches, and other lines are taking 
their share. Prices are firm as last 
quoted. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Agricultural wrenches, 60-10 per 
cent; key model wrenches, 45 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nut, 10 in., $1.70; 12 in., 
$2.06; 15 in., $2.75 each, net. 

Snap-on Wrenches.— Radio and 
electrical sets in metal cases, $2.75; 
No. 101, Master Service Set, $13.75; 
No. 202, Heavy Duty Set, $3.80; No. 
404, Flexible Socket Set, ‘ya: No. 608, 
Crankcase Drain Plug Socket, “ 20; 
No. 90, Square Socket Set, $3.70; No. 
1817, Giant “Snap-on” with extra 
heavy duty ratchet, $27.35 list, less 
33% per cent discount. 


The pointer is made of high quality steel, 
hardened, tempered and ground. The in- 
side end of pointer projects from the body 
of the attachment to the edge of the blade, 
so that the height at which the pointer is 
set can be read very easily. 

This attachment is extremely handy in 
making comparative measurements, find- 
ing heights or projections from plane sur- 
faces, etc. It is made in two sizes, one of 
which, No. 465A, is for use on Brown & 
Sharpe combination squares or sets having 
9-in. blades, and the other, No. 465B, 1s 
for use on Brown & Sharpe combination 
squares or sets having 12-in., 18-in. or 
24-in. blades. These attachments cannot 
be used on Brown & Sharpe combination 
squares or sets having heavy blades. 
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Business in New England Is Holding 


Up Well and Outlook Is Encouraging 


(Boston office of HARDWARE AGE) 


BosTONn, Sept. 4.—Business in New England is holding up well, 
and the outlook is considered encouraging. Bookings by jobbers 
during August were somewhat under those for July, but that is to 


be expected in view of vacations. 


As compared with August, last 


year, sales were a little heavier in volume, but less in value owing 


to today’s comparatively low prices. 


Retail buying still embraces 


a wide variety of merchandise, most of it needed for immediate re- 


sale. 


phase of the market is by no means bright. 


Some future business is being taken by jobbers, but that 


Each succeeding year 


finds the average retailer less inclined to anticipate his wants. 
The opening of two Sears, Roebuck & Co. stores in Boston and 
Cambridge, Mass., will not, it is anticipated, have much if any in- 


fluence on the New England hardware business. 


Employment in 


New England is more encouraging than it has been in some months, 


and a majority of workers are securing good wages. 


A general ad- 


vance in wages of workers in the building trades more than offsets 


any reduction in wages among mill workers. 


Bank deposits are in- 


creasing and general business is steadily yet slowly improving. Job- 
bers of hardware are still partial to New England made merchan- 
dise, which helps the general employment situation. 





AXES.—Jobbers continue to secure or- 
ders for axes to be delivered later in 
the year, but the season is starting off 
slowly. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON: 

Axes.— Standard makes without 
handles, $14.50 per doz. net. The 
usual extras for weights and handles 
obtain. 

Handles. — Single bit, Woodman’s 
Pride, 28 in., $7 per doz. net; New 
York, 30 in., $6.40; 32 in., $6.40; Sun- 
flower, 32 in., $4.86; Northern New 
York pattern, Triumph, 30 and 32 in., 
$5.30 per doz. net; Hercules, 30 and 
32 in., $4.76; Success, 30 and 32 in., 
$4.05; Eagle, 30 and 32 in., $2.97; 
French pattern, Triumph, 28 in., 
= rs 5 ga 28 in.. $5; Success, 

n., 


BATTERIES.—The National Carbon 
Co. has issued new price lists on 
Eveready unit cells, which show reduc- 
tion of 25 per cent to almost 33% per 
cent. Jobbers have adjusted their prices 
accordingly. Revised prices are: 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON: 
Batteries.—Eveready, unit cells, No. 
935, 64%4c. each net; No. 950, 61%4c.; No. 
ne 1946c.; No. 790, 13c.; No. 791, 13c.; 


700, 13c.; No. 703, 19i6c.; No. 706, 
ae No. 734, 40c.; No. 750, 13c.; No. 
751, 19%6c. 


CAPS AND CAPPERS.—Retailers are 
taking caps and cappers a little more 
freely, yet business can hardly be called 
brisk. It is fully up to that of the cor- 
responding day last year, however. 
JOBBERS’ op agp dd TO RE- 
TAILERS, F.0.B. BOSTON 


Bottle Crowns.—One gross to the 
carton, 2lc. per gross net; ten gross 
3 carton, 20c.; fifty gross to carton, 

c. 





Cappers.—lIndestro, No. 1000, $10.80 
per doz. net; Everedy, iy 100, $9; 
No. 1018S, $10; No. CB, $21 


Corks. Two X tapered ‘No. 5, 70c. 
per bag of 500; No. 6, 75c.; No. 
90c.; No. 8, $1.08; No. 9, $1.30: No. 10, 
$1.40; No. 12, $1.70; No. 14, $2.20; No. 
16, $3; No. 18, $3.50. Short No. 18, 
$2.70. Straight, 14%4C, No. 7, $5.40 per 
1000 net; No. 8, $5.85; No. 9, $6.90; 
No. 10, $7.65. 


DAMPERS.—Quite a number of retail- 
ers are ordering dampers preparatory 
to a public demand they feel certain will 
develop during September. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOST 
Dampers. — Standard ne 5%- 
in., $1.49 per doz. net; 6-in., $1.58. 
FRUIT PICKERS.—Reports from job- 
bers regarding the movement of fruit 
pickers out of stock continue encourag- 
ing. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON: 
Fruit Pickers.—Peerless, No. 299, 
without wire-wound socket, $5.50 per 
doz. net; Perfect, No. 327, $5.50 


FRUIT PRESSES.—Business in fruit 
presses is getting under way. Jobbers 
say retail stocks are small. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Fruit Presses.—Standard ‘makes, 4 
qt., $3.50 each net; 6 qt., $4.25; 12 qt., 


HOSE.—Jobbers are securing some 
very good orders for rubber hose to be 
delivered during the early part of 1929. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 


Hose.—Rubber, garden. “Commer- 
cial & in., 6%c. per ft. net; Leader, 


%y in., 6%c.; &% in., 7%c.; Vigilant, 
in., 8%c.; Olympia, % in., 814c.; 

Good Luck, 5% in., 10c.; Milo, % in., 

10%c.; Bull Dog, % in., 13%,c. 








KEGS.—Kegs are selling, but not as 
freely as they were a year ago. The 
supposition is that retailers are holding 
off to see how the New England fruit 
crops come out. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Kegs.—Fir, 5 gal., $1.30 each net; 
10 gal., $1.85; 15 gal., $2.15; 20 gal., 
$2.40; 25 gal., $2.75; 30 gal., $3; 50 


gal., $4.10; all from stock. 


LAMPS.—This is the time of the year 
when lamps of all kinds should begin 
to sell. Jobbers already have obtained 
good orders. 


JOBBERS’ by yee pd TO RE- 
TAILERS, F.O.B. BOST 


+» Lamps. — Portable, a brass, 
$1.33 each net; bronze, $1.33; dec- 
orated bronze $2; decorated bases, 
$2. Assortment, 7 lamps, $13.33. 
LANTERNS.—Retailers have placed 


some very good orders for bicycle lan- 
terns with jobbers, who appear highly 
encouraged over the way the season has 
opened. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Lanterns.—Electric bicycle, 
$1.50 each net; headlight, 
$2.25. Supreme, $5 per doz. net. 
cell, $1.65 each net. 


LUNCH KITS.—With the opening of 
public and private schools there is a 
better demand for lunch kits. Quite a 
number of retailers have found them- 
selves quite short of stock and are or- 
dering. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON: 

Lunch Kits.— Thermos, No. 324, 
$2.50 each list. Discount 25 and 10 
per cent. School, No. 124%, $1.50 
each net, Universal, black, No. 310, 
$20 per doz. net. Monitor, gray, No. 
420, $24 per doz. net. Columbia, No. 
2011, $4.05 each net. 


MASONS’ TOOLS.—Numerous retail- 
ers are having window displays of 
masons’ tools and securing excellent re- 
sults. Jobbers say their business is 
better as a consequence. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON: 


Masons’ Tools.— Bags, 18-in., $24 
per doz. net; 20-in $27: 22-in., $30; 
24-in., $33; Hawks, 13 x 13 x 3/32-in., 
$20 per doz.; darbies, 3% x 42 x 
3/32-in., $22; flats, 5 x 12-in., 


PADLOCKS.—The Yale & Towne Mfg. 
Co. is out with a new price list on pad- 
locks which shows reductions of 10 per 
cent to about 12% per cent. Revised 
jobbers’ prices also have been issued in 
Boston, 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOS 


Padlocks.—R.F.D., thin line, No. 
915%G, $4.16 per. doz. net; No. 
9154%GC, $5.16; No. 2832, $4.60; No. 
02827C, $6.20. General usage styles, 
No. 02829D, $6.45 per doz, net; No. 
2880, $17.16; No. 2880C, $18.36; No. 
29534%A, $1.52; No. 09827D, $4.03; No. 


No. 80, 
No. 75, 
Two 


9925EC, $4.22; No. 09855B, $10. 
Yale.—No. 22314, 65c. each list; No. 

225, 58c.; No, 235, 58c.; No. 563, $1.10; 

No. 805F, $1.90; No. 813, $1.90; No. 





PLASTIC WOOD.—Jobbers say that 
almost every order received the past 
few days has included plastic wood. 
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823, $2.05; No. 833, $2.30; No. 83314, 
$2.50; No. 843, $2.55; No. 843%, $2.75; 
No. 853, $2.85; No. 853%, $2.05; No. 
863, $3.45; No. 863%, $3. 5; No. 1375, 
$1.40; No. 1671B, 56c.; No. 2375, $1.20. 
Discount, 30 and 10 per cent. 


Sales totaled up handsomely. 


RUBBISH BURNERS. — September 
usually is a good month for rubbish | 
burner sales, and it has started off en- 


co 


JOBBERS’ ever ATs TO RE- 
TAILERS, F.O.B. BOS 

Plastic Wood. —In sell pound 
containers, 35c. each list; in one 
pound containers, $1. So‘ovent fluid, 
3-0z. cans, $3 per doz, Discount 33% 
per cent. Tire cement, %-lb. con- 
tainers, $4.20 per doz. list. Discount 
33% per cent. Tilitte cement, %-lb. 
containers, $1.80 per doz. net. 


uragingly. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 

Rubbish Burners. Cyclone, No. 2, 
in lots of 6, or full bundles, $2 each 
net; in smaller quantities, $2.25 each. 





| beginning to show signs of life. Job- 


STOVE PIPE.—Stove pipe is selling 
quite freely. Bookings by jobbers to 
date compare very favorably with those 
of a year ago. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Stove Pipe.—Regular, 26 gage, 24- 
in. joints, 3-in., 18%c. per Joint net, 
4-in., 19\%c.; 5-in., 20c.; 54%-in., 21%4c. 
6- in. 21ec. “i 7-in., o faibe.j 18- -in, joints, 


5%-in., 13%c.; 6-in., 13%c.; 6-in. 
joints, 5-in., 8%c.; 516- -in., 9%c.; 6- 
in., 94%4c.; 28 gage, 24-in., ‘joints, 3- 
in., 14%c.; 4-in., 16%c.; 5-in., 17%c.; 
5%-in., 19%c.; 6-in., 19%c.; T-in., 24c. 


SAWS.—The market for wood saws is 


bers are of the opinion that retail 
stocks are small. 


JOBBERS’ -y whet k- od TO RE- 
TAILERS, F.O.B. BOSTON 

Wood Saw Frames.—No. 03, $5.85 
per doz. net; No. 50, $6.50; No. 40, 
$7.48. 

Blades.—No. 6, 30 in., $5.20 per doz. 
net; 32 in., $5.85; No. 1i, 30 a $6; 32 
in., $6.65; No. 45, 32 in., $5.5 

Complete Sets.—No. 150, 312. 75 per 





ee 


doz. net; No. 150 Champion, $13.65; 
510.36. $15. 55; No. 45, $15.20; No. 111, 


Cross Cut.—Atkins, No. 4% ft., 
$4.80 each net, 5 ft., a 40; 5% ft., te 
No. 388, 4% A $2.60; 5 ft., $2.95; 5% 
-. $3.20. 379, 4% ft., $1.95: 5 

» $2.18; 5 tt., $2.39. Disston, one- 
aly champion tooth, Se Z fine, 3 ft., 
$2. 40 each net; 3% $2.80; 4 ft., 
$3.20; 4% ft., $3. 60. Poeee -cutter, No. 
Di10, 3% ft., $3.80. Docking, No. 196, 
24 in., $23. 40 per doz.; 30 in., $31.20, 
Two-man Disston, narrow Triumph 
champion, toothed No. 286, 4% ft., $2 
each; 5 ft., $2.20; 5% ft., $2.45; 6 i. 
$2.60. Triumph Toledo, No, 598, 5 
ft., $2.95 each; 5% ft., $3.20. 


SWEEPERS.—Sales of carpet sweep- 
ers are good for this time of the year, 
Quite a little vacuum sweeper business 
also was booked during the past month, 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. BOSTON 

Sweepers. — Carpet, Grand Rapids, 
ball bearing, japanned, $44 per doz. 
net; nickeled, $48; Standard, ja- 
panned, $36; Universal, japanned, 
$42; nickeled, $46; American Queen, 
$54; Parlor Queen, $56. 

Toy Sweepers.—Per dozen, Little 
Helper, $2; Little Gem, $3.75; Little 
Jewel, $10; B Junior, $16. 





Increased Demand and Small Fluctuations 
Features of Chicago Market 


CHICAGO, Sept. 4.—The demand for seasonable goods has in- 
creased during the week. Orders for future delivery are being re- 


ceived in good volume. 


Jobbers are expecting a good fall and winter business, due to the 
“bumper” wheat crop in the grain section and good agricultural 


conditions elsewhere. 


The increased demand was more noticeable on alarm clocks, auto 
tires, bottling supplies, builders’ hardware, hinges, prepared roof- 
ing, grain scoops, heating stoves, vacation needs and fall sporting 


goods. 


10 to 30 per cent. 


75 per cent to 80 per cent. 


Minor changes in prices were made in some lines, but prices in 
the main are steady. Padlocks declined, the reduction varying from 
The 1929 paint brush prices were announced. 
Short bristles advanced in price and long bristles declined, due to 
greater demand for the low priced, short stock brushes. Galvanized 
and black steel sheets were advanced $2 per ton at the mills. This 
advance will not be reflected in dealers’ prices at the present. 

Steel mills in the Chicago area have increased their capacity from 
The increase in demand is from the 


same sources of users. 


se 


ALARM CLOCKS.—Business in alarm 
clocks is good. With the opening of the 
school season, sales show an increase. 
Prices are firm. Stocks are complete. 


Trade generally has been in good volume. 
Collections are fair. Improvement is expected with the coming 


ason. 


(Chicago office of HARDWARE AGE) 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Big Ben, $27.48 per dozen; Big Ben, 
luminous, $37.92 per dozen; Baby Ben 
and Baby Ben luminous, $27.48 per 
dozen; Ben Hur, $21.12 per dozen; 
Ben Hur, luminous, $29.52 per pen: 
Blue Bird, plain dial, $14.64 per doz.; 
Blue Bird, luminous dial, $21.12 per 





doz.; Sleepmeter, $16.80 per doz.; 
Sleepmeter, luminous dial, $25.20 per 
doz.; America, $12.60 per doz.; Baby 
Ben’ DeLuxe, colored assortment of 
three clocks, 1 each rose, blue and 
green, $7.92 per assortment. Display 
stand included with each assortment. 

Tiny Tim, assorted colors, nickel, 
walnut, old rose, blue green and yel- 
low. Come packed in an assortment 
of six, one of each finish, $9 per as- 
sortment. 

New Haven Tick Tock, assorted 
colors, green, red and yellow, $20.40 
per dozen. New Haven Tom Tom, 





$26.40 per dozen; New Haven Tom 
Tom, luminous dial, $34.20 per dozen; 
New Haven Tidy Tot, $26.40 per 
dozen; New Haven Tidy Tot, lumi- 
nous dial, $34.20 per dozen; New 
Haven Quintet Pentagon Watch, sil- 
ver dial, $15.84 per dozen; New Haven 
Quintet Pentagon Watch, radium sil- 
ver dial, $19.92 per dozen. 


AUTOMOBILE ACCESSORIES.—The 
tire and tube demand has increased 
considerably, due to warm weather and 
lower prices, 


JOBBERS’ 4 plots TO RE. 
TAILERS, F.0O.B. CHICAGO: 

Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box Line, 53c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C., Special Ford, 
36c. each. 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps.— Rose, 1% in. cylinder, 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $5.45; heavy 
duty oversize, $7.25; 32 x 4 Liberty, 
si8. 20; heavy duty, $12.10; tires, 29 x 
4.40, $8; 32 x 6.20, heavy duty, $17.40; 
tubes, 30 x 3%, $1.40; balloon tire 
tubes, gray, 2 x 4.40, $1.65; 32 x 
6.20, $3. 


BICYCLES.—Prices remain unchanged. 
JOBRERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Double Bar Moto-Bike Model, 
$26.25; ladies’ model, $25.90; girls 
and boys’ juveni'e model, $23.60. 


BOLTS AND NUTS.—The market is 
steady. The regular volume of orders 
are being received. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Carriage bolts, cut thread, 60 per 
cent discount; small carriage bolts, 
rolled thread, 60-10 per cent discount; 
machine bolts, cut thread, 60 per cent 
discount: small machine bolts, rolled 
thread. 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. 
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BOTTLING SUPPLIES. — Continued 
warm weather is keeping up the de- 
mand. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 

Syphon Hose sets, $5 per dozen; 
bottle cappers, improved model, $9 
per dozen; 16 oz, clear bottles, $5.50 
per gross; Crown caps, double laq. in 
bulk, 16c. per gross. 

BUILDERS’ HARDWARE.—There is a 
small increase in the demand and prices 
remain the same. One of the well 
known padlock manufacturers has re- 
duced their prices, varying from 10 to 
30 per cent on high grade padlocks. 
They also reduced prices on their stand- 
ard line, bearing a different trade name, 
from 10 to 20 per cent. Jobbers will 
follow the decline. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

3% x 3% steel butts, old copper 
and. dull brass finish, $2.34 per doz. 
pair, case lots; less quantities, $2.16 
per doz. pair; 4 x 4 steel butts, cld 
copper and dull brass finish, $3 per 
doz. pair, case lots; less quantities, 
$3.12 per doz. pair; heavy steel bevel 
inside sets, $5 per doz. sets, case lots; 
steel bit-keyed front door sets, $1.45 
per set; wrought brass, bit-keyed 
front door sets, $2.60 per set; cylin- 
der front door sets, $6 per set. 

CHAINS.—Cow ties and halter chains 
are moving actively at present. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. CHICAGO: 

%-in. proof cow aaliais $8.50 per 
100 Ib. Tenesco Bull Dog and Brown 
coil chains, 50-10 per cent discount. 
No. 00-41% electric welded cow ties, 
$2.75 per doz. 

COPPER RIVETS AND BURRS.— 
Prices are stable. Manufacturers, due 
to cost of raw materials, are holding to 
the present prices. 

JOBBERS’ QUOTATIONS TO.RE.- 
TAILERS, F.0.B. CHICAGO: 

Copper rivets and _ burrs, 
per cent discount. 

COTTON GLOVES.—Demand is fair. 
Prices are steady and unchanged. 

JOBBERS’ Sa Grienae TO RE. 
TAILERS, F.0.B. CHICAGO: 

8 oz. cotton gloves, $1.35 per dozen. 
CUTLERY.—The regular fall demand 
for pocket knives, butcher knives, 
butchers’ cutlery and all kinds of 
kitchen cutlery has started. From pres- 
ent indications dealers are replenishing 
their stocks freely on these .lines in 
preparation for an active fall business. 
Prices firm and unchanged. Stocks 
complete in every detail. 


ELECTRICAL MERCH ANDISE.— 
Electrical sales are holding their own. 
No price changes. Vacation flashlight 
and battery business is slowing up. 
Christmas tree outfits will be at same 
prices as last year. Vacuum cleaner 
business very good. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

Electrical Merchandise. — No. 14 
rubber covered wire, $6 per 1000 ft.; 
in less than 1000 ft. lots, $6.50; No. 
18 lamp cords, $11.25 per 1000 ft.; in 
1000 ft. lots, $10. 50; % in. brush brass 
key sockets, 138c. each; lots of 25, 
12%c. each; two-way plugs, 45c. 
each; in lots of 10, 40c. each; two- 
piece attachment plugs, Tc. each; 
dry cells, boxes of 50, 32%4c. each; 
less than case lots, 36c. each. 


40-10-5 


Electrical Appliances.—Iron Hot 
Point, $4.20; in lots of six, * 90; 
Sunbeam, $5; lots of six, $4.75; Per- 


colator, Universal 916,9 $16.65. 
Radio Supplies.—Radio B batteries, 





D 779 E, $1.40 each; base lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2. 'g0: No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5. $2.97; No. 485 Layerbilt 
battery, less than standard packages, 
$2.22 each; standard packages, lots, 
$2. 06 each, 


Radio Tubes.—UX 201A, $1.05; UX- 
199. $1.5744; UX-227, $3.50; UX-171A, 
$2.10. 

Battery Chargers.—Apco line, 
of less than 10, $9.90 each. 


lots 


FALL SPORTS.—The demand is very 
active for footballs and boxing gloves. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

Official stemless waterproofed foot- 
balls, $9.25 each; good qua!lity curled 
hair filled boxing gloves, padded cuff, 
$4.35 set. 


FILES.—The demand is normal. Prices 


without change. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

American files, 60-10 per cent off 
list; Nicholson files, 50 per cent off 
list: Black Diamond files, 50 per cent 
off list. 


FLINT PAPER.—The market on flint 
paper shows some firmness for the first 


time in a couple of years. 
ity, 9 x 11 sheets. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 

Size 0, $3.50 ream; size 00, $3.50 
ream; size %, $3.75 ream; size 1, 
$4.25 ream; size 1%, $5 ream; size 2, 
$5.75 ream; size 2%, $6.75 ream; size 
3, $7.50 ream. 


First qual- 


GALVANIZED WARE AND TIN 
WARE.—The demand is good. Prices 


continue to remain at the low level. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 
Standard ag gem after made 
tubs, No. 1, $5.75; No. 2, $6.50; No. 3, 
$7.65; 10 qt., galvanized after made 
pails, $2; 12 qt., $2.25; 14 qt., $2.50; 
1 gal. all galvanized oil cans, special, 
$2.35 doz.; 2 gal., $4 doz.; No. 3, 3 
gal., $5.75 doz.; 5 gal., $7 doz.; 1 bu. 
galvanized baskets, $6.25 doz.; No. 
34 — % bu. galvanized measure, 


GLASS AND PUTTY.—No change 


prices since reduction made Aug. 15. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 87 
per cent discount; single strength B, 
all brackets, 88-5 per cent discount; 
double strength A, all brackets, 87 
per cent discount; double strength B, 
all brackets( 88-5 per cent discount; 
putty, pure grade, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib 


i 


n 


HAMMERS AND HATCHETS.—The 
attractive display of quality lines in 
the better stores keeps up a healthy de- 


mand for high grade tools. 


Prices have 


been remarkably steady during 1928. 


“Leaders” 
ally available. 


JOBBERS’ QUOTATICNS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Hammers. — First quality, 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 

Hatchets.— First quality hatchets, 
No. 2 shingling, $12.50 doz.;_ first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 
2 shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


at low prices are occasion- 


HANDLES, HICKORY.—The market 
continues firm and unchanged. Special 
prices on competition grades are occa- 


sionally found. 
JOBRERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 
No. 1 (new B. W.) hickory, $4 doz.; 








No. 2 (new B. R.), $3 doz.; second 
growth hickory (new A. W.), $5 doz.; 
finest select second growth hickory 
(new A. A.), $6.50 doz. 

Hatchets and Hammer 
No. 1 (new S. B. R.), 90c. doz.; finest 
second growth hickory (new S, A. 
W.), $1.80 doz. 


Handles. 


59 


HINGES.—The demand has increased. 


Prices remain firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Heavy strap hinges in bundles, 4 
in., $1; 5 in., $1.30; 6 In., $1.85; 8 in., 
$2.62; 10 in., $4.20 per doz.; extra 
heavy T hinges in bundles, 4 in., 
$1.34; 5 in., $1.66; 6 in., $1.95; 8 in., 
$2.96; 10 in., $4.80 per doz. 


HUNTING CLOTHES.—Dealers 


are 


preparing for fall shooting and espe- 


cially on waterproof clothing. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


Drybak waterproof coats, $56 per 
doz.; Drybak breeches, $26 per doz.; 
Drybak hat, $14.30 per doz. 


NAILS, WIRE AND STAPLES.—Al! 
manufacturers are holding prices quite 
steady, claiming values are very low 


and favorable. 
tone. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
L.c.l, quantities common wire and 
cement coated nails, small orders out 
of Chicago stock, $3.10 per keg base. 


Mill shipment price is $2.95, base. 
Carload (36,000 1b.) base, for mill 
shipment, still lower. Steel cut nails, 
$4, base. 

No. 9 black annealed wire, $3.30 
per 100 1lb.; No. 9 galvanized plain 
wire, $3.85 per Ib.; catch weight 
spools galvanized cattle or hog wire, 


3.80 per 100 Ib.; polished fence 


$ 
staples, $3.55 per 100 1 


Orders keep a normal 


PAINT BRUSHES.—The paint brush 
prices for 1929 have been announced. 
Short bristles advanced and long stock 
declined. This is due to greater de- 


mand for lower priced short 


brushes. 


stock 


PAINTS AND OILS.—Paints are mov- 


ing in good volume. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Linseed Oil, Raw.—Barrel lots, 86c. 

per gal.; 5 barrel lots, 83c. per gal. 


Linseed Oil, Boiled.—Barrel lots, 
90c. per gal.; 5 barrel lots, 87c. per 
gal. 

Denatured Alcohol. — Barrel lots, 
581%c. per gal.; steel drums, extra, 


$6, returnable. 


Turpentine. — Drum lots, 62c. per 
gal. net. 
White Lead.—100 1b. lots, $13.25; 


50 Ib. lots, ' 75; 25 1b. lots, $3.40; 12% 
Ib. lots, $1.7 
Shellac (444 lb. ctits.)—White, $2.58 
per gal. in barrel lots; orange, $2.26 
per gal. in barrel lots. 

English Venetian Red.—In barrels, 
fee. per lb.; in 100-lb. lots, 6%c. per 


Dry Paste.—Barrel lots, 7%c. per 
Ib. 


Prices are steady. 


PREPARED ROOFING.—Manufactur- 
ers report lively sales volume at the 


present higher prices. No 


changes seem likely. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Best grade slate surface prepared 
roofing, $2.25 per square; best grade 
talc surfaced, $2.25 per square; me- 
dium tale surfaced, $1.75 per square; 
light tale surface, $1.05 per square; 
red rosin sheathing, $55 per ton. 


early 


PYREX WARE.—The demand is fair. 


No change in prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Bread Pans.—No. 212, $7.20 dozen; 
No. 214, $12 dozen. 
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New Handled Casseroles.—Round, 
No. 622, $12 doz.; No. 623, $14 doz.; 
Oval, No. 632, $12 doz.; No. 533, $14 
doz.; Shallow — No. 642, $12 doz.; 
No. 643, $14 

Pie Picton. te. 208, $6 per dozen; 
No. 209, $7.20 per dozen. 


Tea Pots.—2 cup, ot doz.; 4 cup, 


$24 doz.; 6 cup, $28 d 
Utility Pans.—No. 231, "$8 doz.; No. 
232, $14 doz. 


iced Tea Sets.—$4 per set. 


ROPE.—New manufacturers’ prices ef- 


fective Sept. 1 are quoted herewi 
Demand is only fair. 

Best Manila, standard brand, 21%c. 
to 27%c. per lb. No. 2 Manila, 17c. to 
22c. per Ib.; No. 1 sisal, 16c. to Zlec. 
per lb.; No. 2 sisal, 14c. to 19c. per Ib. 
Price range is according to size. 

SASH CORD.—Business 
Prices holding firm. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

No. 7 standard brands, $8.15 per 
doz. hanks; No. 8, $9.35 per doz. 
hanks. 


SASH WEIGHTS.—Recent 


th. 


very good. 


reduced 


prices bring the market to a very at- 


tractive basis. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 
Standard sizes, 3 to 20-lb. ton lots, 
$35 ton; smaller lots, $38 ton. 


SCREWS.—Sales have been well ahead 


of 1927, the higher prices seeming 


to 


have had no effect on the demand. Mar- 


ket is very steady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 

Screen doors, No. 266, 2-8 x 6-8, 
$20.46 doz.; No. 296, 2-8 x 6-8, $24.66 
doz.; No. 311, 2-8 x 6-8, $20.92 doz.; 
window screens, No. 1833, $4.56 doz.; 
No. 2433, $5.40 doz. 


SHOVELS.—Grain scoops are in good 


demand. Prices firm. 


JOBBERS’ a pte TO RE- 
TAILERS, F.0.B. CHICAGO: 


No. 2 shovels, intermediate grade, 


polished, $14.50 per doz.; No. 2 shov- 
e's, common grade, polished, $12.50 


per doz.; No. 10 grain scoops, 
ished, $15 per doz.; No. 12 
scoops, polished, $16 per doz.; 


pol- 
grain 
D han- 








dle furnace _ scoops, intermediate 
grade, $8 per doz.; D handle furnace 
—* competitive grade, $5.25 per 
oz. 


SOLDER AND BABBITTS.—Tin 


is 


firmer, with little changes in lead, so 
prices on solder, while strong, are re- 
ported the same as last week. Demand 


about normal. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 

Warranted 50-50 solder, $35 per 100 
lb.; medium 45-55 solder, $33 per 100 
lb.; tinners, 40-60 solder, $30.50 per 
100 Ib.; high speed babbitt metal, $20 
per 100 lb.; standard No. 4 babbitt 
metal, $12 per 100 lb. 


STEP LADDERS.—It seems that there | 


is no bottom to the prices of step lad- 


ders. 


However, dealers should bear 


quality in mind when purchasing step 


ladders. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Good grade rodded step ladder, 23c. 
per ft.; common long, 20c. per ft.; 
extension, 26c. per ft. 


STEEL SHEETS.—Prices quoted by | 


manufacturers for the fourth quarter 
are somewhat higher, and orders are 
therefore heavy on favorable third 


quarter prices. 


Prices at the mill have 


advanced $2 per ton on black and gal- 


vanized sheets. 
JOBBSERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
28 gage galvanized sheets, $5.30 per 
100 lb.; 28 gage black sheets, $4.20 
per 100 lb. 


STOVES.—Sales on heating stoves are 


good. Some dealers 
early displays. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Crusader black finished parlor 
heater, $19.50 each; Crusader porce- 
lain enamel finish, $26.50 each; Tap- 
pan wood Cola Parlor Heater, $51.25 
each; 16 in. Economy, $66.95 each; 
Economy, $72.45 each% oil heater, 12 
in., $6 each; oil heater, 14 in., $8 
each; oil heater, 16 in., $9.50 each; oil 
heater, 18 in., $11.50 each; hot blast 


are featuring 








$$... 


with mica door and ashpan, nickel 

trim, 12 in., $11.30; 14 in., $12.70; 16 

n., $14.65; 18 in., $16.65. 
VELOCIPEDES. — Considerable _ buysi- 
ness is being placed now for both cur- 
rent and future delivery. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

Tubular velocipede, equipped with 
balloon tires, ball bearing wheels, 18 
in. front wheels, 12 in., rear, $7.25 
each; 22 in. front wheel, 14 in. rear, 
$9.25 each. 

WAGONS.—The demand is seasonable 
at steady prices. 


JOBBERS’ nt tapi bs 5: TO RE. 
TAILERS, F.O.B. CHICAGO: 


14% = 33% steel wagon, 10 in. disk 


wheel, in. tires, $3 each; 16 x 36 in. 
wood + Foaling 10 in. wheels, % in. 
tires, $2.85 each. 


WEATHER STRIP.—Sales are 
mencing to show life. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. CHICAGO: 


Home Comfort, $32 per 


com- 


1000 ft.; 


Nu-Strip, $15 per 1000 ft.; Bomeco, 
type A, % in., $2.40 per 100 ft.; Bo- 
meco, type B, 1% in., $3.20 per 100 
ft.; Bomeco, type AR, % in., $2.40 per 
100 ft.; Bomeco, type BR, 1% in., 
$3.20 per 100 ft.. Tac-Ezy, 36 x 36 
window, 90c. each; Tac-BEzy, 42 x 42, 
$1 each; Tac-Ezy, 3 x 7 ft. doors, 


$1.25 each. 
Sleds.—Flexible Flyer sleds, 35 per 
cent off the list. 


WRENCHES.—Excellent demand at 
same prices. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Agricultural wrenches, 60-10-5 per 
cent discount. Coes’ wrenches, 40-10 
per cent discount; engineers’ 
wrenches, 50-10 per cent discount on 
new list; Stillson wrenches, 70-10 per 
cent discount; Trimo, 70-5 per cent 
discount. 

Snap-on Wrenches. — Radio and 
electrical sets in metal cases, $2.75; 
No. 111, Master Service Set, $15.65; 
No. 202, Heavy Duty Set, 9.75; No. 
404, Flexible Socket Set, 7.50; No. 
608, Crankease Drain Plug Socket, 


$3.55; No. 900, Square Socket Set, 
$3.70; No. 1878, Giant ‘‘Snap-on” 
with extra heavy duty ratchet, 
$30.55. All Snap-on Wrenches less 


33% per cent discount. 





Parabolic Type Vichek Wrench 


A new “Parabolic” 


type (pear-shaped 


head) wrench has been announced by The 


Vichek Tool Co., Cleveland, Ohio. 
wrench may be had in either carbon 
chrome-molybdenum steel, 
wrenches to a set. 





This 


or 


in sets of six 
Twelve sizes of wrench 


openings give this set a wide range of use- 


fulness. 


It is claimed that the parabolic design 
of these wrenches enables them to get into 


the tightest places, with the strength of | 


the wrench so distributed throughout the 
jaw that there is no danger of the jaw 


spreading under normal pressure. 


The thickness of the heads, the depth of 
the openings and the size of the bar are 
scientifically and practically correct in their 


relations to one another. 





The wrenches | 


are all ground, polished and nickel plated. | 
The Vichek Permanent Metal Container 


allows any wrench to be removed without 


disturbing the other wrenches. 


Millen’s Multi-Dust Mitt 


Millen’s Mitt, manufactured by the 
Junior Sales Co., 118 W. 36th St., Los 
Angeles, Cal., introduces several strictly 
new features in a dusting article. It is of 


gauntlet design, with 16 separate layers of 


chemically treated cloth. 


When the surface being used becomes 
soiled, a fresh surface is provided by turn- 
After all 
surfaces have been turned over, the mitt 
is reversed on the hand and the operations 
In this manner both sides of the 
The hand 
and sleeve of the user are completely pro- 


ing over from back of mitt. 


repeated. 
cleaning surfaces can be used. 


tected by a specially treated cuff. 








A Skate Sharpening Stand 


A malleable iron skate sharpening stand 
has been placed on the market by the 
Berghman Co., 5428 Fulton St., Chicago, 
Ill. It is of 
sturdy ribbed 
construction 






which is designed to 
give it great strength. 

To use the Berghman Skate Sharpening 
Stand, line up the skates evenly and tighten 
the four jaws. Apply oil to the coarse 
side of the stone and move the stone for- 
ward and backward on the skate blades in 
a circular motion. To finish the sharpen- 
ing, apply oil to the fine side of the stone 
and repeat the operation. Each sharpen- 
ing stand is packed in a carton with of 
without the stone. 











un 
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New York Jobbers Report Very Little Change 


In Market Situation—Prices Are Firm 


New YorRK, Sept. 5.—While business is quite satisfactory in the 
New York wholesale market this week, jobbers report very little 
change in prices or volume of business transacted. 

Activity is noted in such lines as fruit presses, weather strips 
and sleds, but the holiday which had an effect upon business from 
Friday to Tuesday, has been a factor in slowing it up somewhat. 

Fall futures are beginning to appear on the orders, although 
they are not being received in any great volume as yet. 

Manufacturers’ prices on garden tools are out and jobbers’ prices 


will be available next week. 
Collections are generally fair. 





BATTERIES.—Whether due to better 
reception or other causes, radio bat- 
teries are fairly active. Prices remain 
unchanged and stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Dry cells, No. 6, ignition 
324%4¢.; No. 7111, same type, 
each. 

Hercules, No. 6, ignition type, 23c. 
each in lots of 50. 

B batteries, No. 767, $2.06 each; in 
units of 5, $1.92 each; No. 772 (ver- 
tical type), $2.06 each; in units of 5, 
$1.92 each; heavy duty vertical type, 
No. 770, $3 each; in units of 5, $2.80 
each. Layerbilt, No. 486, $3.20 each; 
units of 5, $2.97; New Layerbilt, No. 
ow $2.22 each, in units of 5, $2.97 
eacn, 


BOLTS AND NUTS.—Demand is nor- 
mal, with no price changes. Stocks 
satisfactory. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Carriage bolts, 55 off list. 
bolts, 60 per cent off list. 

Stove bolts, 80 per cent off list. 

Machine bolts, % by 6 and smaller, 


type, 
35e. 


Cast 


50 and 10 off list; larger to 1 by 30, 
= per cent off list; 144 to 1%, 30 off 
ist. 

Coach screws, 55 off list. Cast 


bolts, 60 per cent off list. Step bolts, 


50 per cent off list. 
BUTTS.—Business remains normal. 
Stocks adequate. Jobbers quote 3% x 
3% steel butts at 19c. per pair in less 
than case lots and in case lots the price 
is 18%c. per pair. 

CARPET SWEEPERS.—Sales are nor- 
mal and prices steady. Stocks ample. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. NEW YORK: 


Yarpet sweepers, Standard, $3 each; 


Universal japanned, $3.50 each. Uni- 
wereal, nickel plated, $3.83 each; 
Grand Rapids, japanned, $3. 67 each; 
Grand Rapids, nickel plated, $4 each; 
Elite, $5 each; Princess, $4.17 each; 
and American Queen, $4.50 each: 


Sterling, $2.10 each. 
CLOCKS.—Demand is fair and prices 
unchanged. Stocks adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Alarm clocks, Big Ben, $2.29; same 


luminous, $3.16; Baby Ben and Baby 
Ben luminous take same respective 
prices; Ben Hur, $1.76; same, lumi- 
nous, 46. 

Blue Bird, luminous dial, $1.76; 
Blue Bird, $1.22; Sleepmeter, $1.40; 
Slee “~pmeter, luminous dial, $2.10; 


American, $1.05. 

Auto clocks, Westclox, plain, $1.76; 
Same, luminous, $2.46. 

Raby Ben De Luxe color assort- 





one each, Rose, 
$7.92. Display 
assortment. 


ment of three clocks, 
Blue and Green at 
stand included with each 


CLOTHES DRYERS.—tThis item has 
been very active. Prices are the same. 
Stocks are satisfactory. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK 
Outdoors clothes dryers, $10 bial 
Second grade, $7.25 each. Prices 
are net. 


FRUIT PRESS.—Activity in this line 
very noticeable. Stocks are ample and 
prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Fruit presses, plain hinged tub, No. 
0, $6.00; No. 21, $7.50; No. 22, $8.50; 
No. 22%, $10.50; No. 23, $13.50; and 
No. 24, $18. 00. Prices are each. 

Ratchet type fruit presses, No. 5A, 
$10.50; No. 5, $13.50; No. 3A, $18.75; 
No. 3, $24.00: No. 2B, $27.75, and No. 
A, $33.75. Prices are each. 

Juicy fruit presses for home use, 3 
qat., $3.60; 6 qt., $4.50; 12 qt., $6.20. 
Prices are each. 

Fruit crushers, No. 14, plain — 
$5.25; No. 11, wheel crusher, $7.13; 
= wheel crusher, $9.00; No. 30, aa 
plain crusher, $6.25; No. 20. galv. 
crusher, $10.00, and No. 25, wheel 
fruit crusher, $11.25. Prices are each. 


FLASHLIGHT UNIT CELLS.—New 
prices are now in effect and demand 
is good. Stocks are ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Eveready Flashlight unit cells, 
No. 703, 19\%4c.; No. 706, 13c.; No. 710, 
68c.; No. 734, 40c.; No. 750, 13¢.; No. 
751, 1914c.; No. 950, 6%4c.; No. 935, 
614c.: No. 409, 3214c.; No. 705, 19\%4c.; 
No. 790, 13c.; No 791, 13c.; No. 700, 
13c. Prices are each and net. 

FANS, ELECTRIC.—Demand is nor- 


mal for this time of year. Prices are 
the same. Stocks restricted to certain | 
numbers and sizes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Electric fans, 8 inch size, non-os- 
cillating, A.C., $5.60 to $6.00; same 
universal, $5.60; same, 10 inch size, 
for A.C., $8.00 to $8.60. 

Oscillating fans, 10 inch size, A.C. 
$12.40; for universal, $14.40: oscillat- 
ing fans, 12 inch, A.C., or D.C. 
$24.00; same, 16 inch, $28.00. Pric es 
are each for 1 to 9 fans. 

Competitive grade electric fans. 8 
inch, $3.15 each; lots of 10 in a case, 
$3.00 each; same, 9 inch, $3.85 each, 
and in lots of six to a case, $3.67 
each; same 10 inch, $4.90 each, and 
in lots of six to a case, $4.67 each. 
These are all non-oscillating fans. 
Same grade, 10 inch oscillating, $7.00 











each, and in lots of six to a case, 


$6.67 each. 
PRESERVING EQUIPMENT.—Active 
demand noted in this line. Prices are 
firm in this territory. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK 

Preserving equipment, 
100, $8.34 per doz.; Capper 
$9.17 per doz.; Capper No. 
per doz.; Capper No. 200, 
doz.; Capper No. 222, $16 per doz.; 
strainer set, No. 300, $10 per doz.; 
strainer stand, No. 301, $4 per doz.; 
strainer bag, No. 302, $4 per doz.; 
filter bag, No. 303, $4 per doz.; filter 
bag, No. 304, $4.22 per doz.; filter bag, 
No. 305, $6 per doz.; syphon filter, 
400, $8 per doz.; filter disc, No. 
$1.20 per doz.; hose guide, No. 
$0.60 per doz. 


Capper No. 
No. 1008S, 
101S, $10 
$0.80 per 


402, 
NAILS.—Demand is normal and prices 
firm. Stocks are satisfactory. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 
Common _ wire nails, _ bright, 
$41.25 per keg; 6d, $4 per keg; 
$3.85 per keg; 10d, $3.75 per 
Common wire nails, galvanized, 
$6.75 per keg; 6d, $6.50 per keg; 
$6.35 per keg, and 10d, $6.25 per 
Wire box nails, smooth, 4d, $4.45 
per keg; 6d, $4.10 per keg, and 8d, 
$3.95 per keg. Wire finishing nails, 
bright, 4d, $4.95 per keg; 6d, $4.35 
per keg; 8d, $4.10 per keg, and 10d, 
$4 per keg. Wire finishing nails, gal- 
vanized, 4d, $7.45 per keg: 6d, $6.85 
per keg; 8d, $6.60 per keg, and 10d, 

$6.50 per keg. 


ROLLER SKATES.—Fairly good de- 
mand. Prices unchanged. Stocks are 
ample. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. NEW YORK: 

Roller skates, extension web heel 
and toe straps, plain steel rolls, 72c. 


4d, 
8d, 
keg. 
4d, 
8d, 
keg. 


per pair; same with toe clamps and 
web heel, 78c. per pair; same for 
boys, with self-contained ball bear- 
ing wheels, $1.42 per pair; for girls, 
$1.62 per pair. 

Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings. 10c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100: axle 
nuts, $1 per 100; axle nut washers, 


60c. per 100; adjustment binding bolt, 
65e. per 100; adjustment binding bolt 
nut, 65c. per 100, and toe clamps, 12c. 
per pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ballbear- 
ings, $1.45 per pair. 


SASH CORD.—Normal demand re- 
ported in this market. Stocks in good 
condition and prices being maintained. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. NEW YORK: 
Sash cord, Samson Spot No. 8, 
6714c.; Aetna No. 8, 33%c.; Phoenix 
No. 8, 4l1c.; Sachem, No. 8, 38c. 
No. 7 is lc. higher and No. 6 is 3c. 
higher on all brands. 


SCREWS.—Sales light but 
Stocks satisfactory and prices 
changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. NEW YORK: 
Wood screws, flat head, bright iron; 


steady. 
un- 


50-10-10; round head, blue, 45-10-10; 
round head, iron, nickel plated, 27%- 
10-10; flat head, galvanize d, 20-10-10; 


flat head, brass, 45-10-10; round head, 
brass, 40-10-10. These discounts ap- 
ply to new standard screw lists. 

Machine screws, flat and round 
head, brass and iron, 70 per cent 
off list. 
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Cleveland Jobbers Report Satisfactory | 
Business—Prices Well Maintained 


(Cleveland office of HARDWARE AGE) 

CLEVELAND, Sept. 4.—Business with local hardware jobbers is 
quite satisfactory for this time of the year. August showed a slight 
gain in sales over the corresponding month last year, which was 
a good month. Retailers are buying small lots to fill in, but are 
not placing many stock orders. Not much future business is coming 
out at present although there has been a fair amount of future 
orders for Fall delivery. Many traveling salesmen were away on 
vacations in August, which had a tendency. to curtail sales, but 
with the vacation season practically over and the outlook generally 
satisfactory, an increase in the volume of business is looked for 
this month. Among the seasonal lines that are active are fruit 
crushers and presses and cold pack canning racks. While compe- 
tition continues very keen, prices are being well maintained. 





J ot JOBBERS’ eg beng TO RE- 
AUTOMOBILE TIRES AND ACCES | TAMERS. F.c.B. CL AND: 
SORIES.—The demand for tires con- | : We quote trom” jobbers stocks, 
i = ovi .0o.b. Cleveland: llers s, No. 
tinues heavy Spark plugs —— ng 145 jacks, $3.75. Derf spark plugs, 
well. 96c. each for all sizes in lots of less 


’ i | than 50; Champion X spark plugs, 
JOBBERS’ QUOTATIONS TO RE 45c. each for less than 100, and 4lc. 


TARE, POM. + eee each for over 100; Champion regular, 
Mansfield Balloon Tires and Tubes. 53c. each for less than 100, all sizes; 
a —— 50c. each for over 100. 
Tires Sizes Get” «6G by )6=©— Tubes | AXES.—Jobbers are taking a fair 
27x4.40-19 o3-% ee == amount of business for early shipment. 
ey AE 8.90 1.35 1.75 JOBBERS’ QUOTATIONS TO RE- 
28x4.75-19 9.65 ee 1.85 TAILERS, F.O.B. CLEVELAND: 
29x4.75-20 10.05 — 1.90 First grade single bitted, rustless, 
30x4.75-21 10.45 a 1.95 black finished handled axes, $19.50 
29x5.00-19 10.40 ee 1.95 base per doz.; unhandled, $15.50 per 
30x5.00-20 10.75 Sais 2.00 doz.; double, bitted, handled, $24.50 
31x5.00-21 11.20 2.05 per doz.; double bitted, unhandled, 
32x5.00-22 12.35 2.10 $20 per doz.; 60c. increases for dozen 
28x5.25-18 11.70 2.05 lots weighing 42 to 48 Ib. and similar 
29x5.25-19 12. “4 ‘sake 2.10 advance for each 6 Ib. additional 
30x5. 25-20 Hye nee ss weight increase. 
31x5.25-21 90 3 45 ° . . 
29x5.50-19 13,30 15.50 2.60 BATTERIES.—Radio batteries continue 
30x5.50-20 Hes 16.45 to move in good volume. 
roe ts ibs a 265 JOBBERS’ QUOTATIONS TO RE- 
32x6.00-20 ecw ONREO 265 | TAILERS, F.0.B. CLEVELAND: 
33x6.00-21 Snee 18.00 2.85 B & C Radio Batteries. 
34x6.00-22 fies 18.75 2.90 Packages Lots 
35x6.00-23 iitete 19.55 3.00 fat Broken 
30x6.50-18 oa 20.15 2.80 Sn ba rasdsosn went 1.14 $1.22 
31x6.50-19 subs 20.60 2.90 32 Jaa eer 1.30 1.40 
32x6.50-20 sites 20.85 3.00 Sn MEE Sotssessnbeees 1.92 2.06 
33x6.50-21 vbdw 21.50 3.10 a aes S. 2.33 2.53 
30x6.75-18 ‘evs te oo o ie Sy th ida eacaio tale a Hye tH 
32x6.75-20 sone F 3.50 Yo. Deeks seeks s es 20 
33x6.75-21 Il 93'30 3.55 Dry Geil A ‘batteries, No. 7111. 
34x7.30-20 31.95 3.85 — in standard packages; 40c. in 
oroken lots; Columbia igniter dry cell 
— High Pressure Tires and batteries, 32%c. in standard pack- 
ia. ages; 36c. in broken lots. 


r——Cord Casings——, Heavy 4 
' Honyy Truck bs A BINDER TWINE.—Buying seems to 
‘ iinet, 5 
Bise wey 7 be pretty well over for this year. 


30x3 ee. . sshotbaokne $1.30 

Pe rer see 1.40 JOBBERS’ QUOTATIONS TO RE- 
—- ‘ 1.25 1.40 TAILERS, F.O.B. CLEVELAND: 
30x3% SS. 9.10 ixadomien ike 1.40 Standard binder twine, f.o.b. Chi- 
32x31 lie NSE te 1:70 cago and North Plymouth, Mass., 
31x4 11. = re ee 210 $5.50 per bale; f.o.b. Cleveland, $5.62 
32x4 RE ee ee 220 per bale; Competition twine is 37% 
33x4 pore: aes eee. 

— 4 agp ore reed BOLTS AND NUTS.—Demand is 
tt > as te | oS steady and good. Prices are well main- 
34x4 17.15 22.05 8ply 2.80 tained. 

oe > ii eaearelima | JOBBERS’ QUOTATIONS TO RE- 
30x5 .... 26,20 8 ply 3.25 TAILERS, F.O.B. CLEVELAND: 
33x5 21.70 28.95 8 ply 3.55 Jobbers quote f.o.b. Cleveland for 
34x5 rae me 3.65 less-than-case lots of one size with 
35x5 23.30 31.85 8 ply 3.80 an extra 10 per cent for full case lots. 
37x5 — 28.05 7 ply 4.20 Machine and carriage bolts, cut 
32x6 —e 32.40 8 ply 5.45 thread, hot pressed and cold punched 
32x6 eer 42.45 10 ply 5.45 nuts and lag screws at 60 per cent off 
36x6 — 46.60 10 ply 5.85 list. Bolts with rolled thread 60 and 
34x7 -.-. 60.15 10 ply 7.60 10 per cent off list.. Stove bolts 75 


38x7 .... 65.35 10 ply 8.25 and 10 per cent off list. Semi-finished 
36x8 ---. 865.35 12 ply 
40x8 sees 91.60 12 ply 


nuts in bulk, 60 per cent off list; 54 
per cent for packages. 





a 
“oS 
Srp 
ao 
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BUILDERS’ HARDWARE.—This is 
moving somewhat better than recently, 
sales being quite satisfactory. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CLEVELAND: 

In case lots, lock sets, $5.25 per ] 
doz.; heavy strap hinges, 6 in., $1.45 
per doz.; 8 in., $2.38 per doz.; extra 


heavy T hinges, 6 in., $1.73 per doz.; F 
8 in., $2.80 per doz. 

3utts, case lots, 3 in., 16% cents 
per pair; 3% in., 17 cents per pair; | 


4 in., 23 cents per pair; for less than 
case lots all sizes are 1 to 2 cents per 
pair higher, Butts with sand blasted 
finish are 4 cents per pair higher. 
Ornamental hinges, standard fin- 
ish, $1 per doz.; nickel finish, $1.25 
per doz.; sand blasted finish, $1.20 
per doz. t 


| CORRUGATED ROOFING.—Sales are 


| 
| 
| 





fair. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE. 

TAILERS, F.O.B. CLEVELAND: I 
28-gage corrugated roofing at $4.01 

for 1% in., and $3.97 for 2% in. per 

square, f.o.b. Pittsburgh, for ten 

squares or more. 


FLASHLIGHT CELLS.—A sharp re- 
duction has been made on two numbers 
of flashlight cells. 


GAME TRAPS.—Orders for these are 
rather light. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 

Victor traps, No. 0, oo 10 per doz.; 
No. 1, $1.38 per doz.; No. 1%, $2. 44 
per doz.; Oneida jump, No. 0, $1. 59 
per doz.: No. 1, $1.83 per doz.; No. 
1%, $2.81 per doz. 


GLASS BAKING WARE.—Retailers 
are filling in stocks and sales are fairly 
good for this time of the year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 

Casseroles.—Round, or oval, 1 qt. 
$1; 1% qt., $1.17; 2 qt., $1.33; square, 
$1.17; casseroles with fancy covers, 
35c. higher. 

Pie Plates.—8 in., 50c.; 9 in., 60c.; 
10 in., 67e. 

Bread Pans.—No. 212, 60c.; No. 214, 


ae, Dishes.—No. 231, 67c.; No. 
Teapots. —2 cups, $1.67; 4 cups, $2; 
6 cups, $2.33. 


ee ee er ee eee ee ee es 


Cea 


| HOUSEHOLD CLEANERS. — These 4 


are not very active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 

Presto pipe opener, $2 per doz.; 
Presto toilet bowl cleaner, $1.85 per 
doz.; Presto tile and porcelain clean- 
er, $1.20 per doz.; Presto vegetable 
oil soap, $2.60 per doz.; Presto Met- 
L-Shyn, $3.60 per doz.; Presto Sil- 
vershyn, $1.80 per doz.; Presto water- 
less cleaner, 2 pt. cans, $5.40 per doz.; 
5 pt. cans, $9 per doz.; ; Presto win- 
dow cleaner, 6 oz., $3.60 per doz.; 
12 oz., $5.40 per doz.; Presto Lustre 
Furniture Polish, 6 oz., $2.60 per doz.; 
12 oz., $4.32 per doz.; 16 oz., $5.40 per 
— Presto dry cleaner, $3.60 per 
oz 

Desolvo special pipe cleaner, 10 02. 
size, less-than- — lots, $2.25 per 2 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo. 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half-gross lots, 
$3.75 per doz.; in gross lots, $3. 50, per 
doz. Desolvo, triple strength, in 2 |b. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz, size, less than 
case lots, $2.25 per doz.; case of 2 
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The Remington Weekly Letter 


Everybody Wins in This Contest Through Increased Sales 


Remington’s Annual Sportsmen’s Week 
and Prize Window Display Contest will 
be held this year October 15th to 20th. 


The whole idea behind this contest is 
to help dealers make sales that would not 
be made without it—to create new 


business. 


Just before the opening of the Hunting 
Season practically every hardware mer- 
chant who sells hunting equipment dis- 
plays it in his windows. The heavy 
buying is done just before and just after 
the season opens. This buying comes 
from sportsmen who have their plans 
made and are Uetermined to go hunting. 
You can’t stop them. It is just a question 
whether you or the other fellow will sell 
them what they need. 


After two or three weeks the buying 
slows down and many of the windows are 


taken out. The experience of many deal- 
ers proves that a new window appealing 
to sportsmen, later in the season, during 
Remington Sportsmen’s Week, will snap 


up sales that have begun to lag. 


We have in our files thousands of 
Jetters from dealers about their partici- 
pation in our window display contest in 
which they say: “It doubled our sales 
of arms, ammunition and hunting acces- 
sories,”’ “Put new life into our gun de- 
partment,” “Brought us the biggest 
business that we ever had on arms and 
ammunition,” ““Reduced our stock at the 
end of the season so that we have the 


smallest carry-over we ever had.” 


I can’t urge you too strongly to enter 
this contest. You will find the conditions 
on page 73 of this issue. This is a con- 
test in which everybody wins through in- 


creased sales. 


RA ar 32, 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers. 
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doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less-than-case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 

Z. 


$2.50; half doz. quantity, $2 per qt., 
and dozen quantity, $1.75 per qt. 

Hercules tile and porcelain cleaner, 
$2 per dozen; in gross lots, $1.90 per 
doz. 

Hercules radiator stop leak, 8 oz. 
cans, 1, 2 and 3 doz. cans to a car- 
ton, $3.50 per doz. 

Hercules boiler liquid, quart cans, 
$1.50 each. 


ICE CREAM FREEZERS. — Jobbers 
are still getting a moderate volume of 


fill-in business. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Or factory with freight allowed to 
destination on 12 or more as follows: 

White Mountain, 2 qt., $5.65 each; 
4 qt., $8.25 each; 6 qt., $10.45 each; 
8 qt., $13.50 each; this price is sub- 
ject to 50 per cent discount. 

Lightning, 2 qt., $5.50 each; 4 qt., 
$8 each; 6 qt., $10 each; 8 qt., $13 
each; subject to a 55 per cent dis- 
count. 

Blizzard, 2 qt., $5.50 each; 4 qt., $8 
each; 6 qt., $10 each; 8 qt., $13 each; 
subject to discounts of 55 and 7% 
per cent. 

Acme, 2 qt., in half-dozen lots, $8 
per doz.; in broken packages, $8.40 
per doz. 

LANTERNS.—Orders for 
fall delivery are unusually good. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CLEVELAND: 

Victor, hot blast lanterns, $8.50 per 
doz.; Blizzard. $13.25 per doz.; D- 
Lite, $13.25 per doz.; large fount D- 
Lite, $14.50 per doz.: Little Wizard, 
$9 per doz.; same with red or green 
gold, $11 per doz. 

LAWN HOSE.—Retailers have not 
shown any particular interest in buy- 
ing for next year since the recent an- 
nouncement of the lower prices. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. CLEVELAND: 

2-braid, molded uncoupled hose, 1% 
in., 6%c. per ft.; 5% in., 74c. per ft.: 

% in., 8%c. per ft.; coupled hose is 
4c. per foot higher. 
LAWN ROLLERS.—Not many have as 
yet been sold for next spring at the 
new prices. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CLEVELAND: 

No. 4 lawn rollers, 18 x 24 in., 
plain bearings, $10 each; No. 5, 18 x 
24 in., with ball bearings, $12.75 each; 
No. 7, 24 x 24 in., with ball bearings, 
$14.50 each. 

NAILS AND WIRE.—Nails are mov- 





Midget Electrical Wrenches 


In order to care for a need long felt by 
servicemen, mechanics and electricians, J. 
H. Williams & Co. of Buffalo, N. Y., has 
placed on the market a set of special 
wrenches to facilitate the making of small 
adjustments such as occur most frequently 
in electrical work. 

The new kit, known as The Midget Elec- 
trical Set, contains seven “Superrenches,” 
with opening s running from 7/32 in. to 
¥% in. Each wrench has two openings of 
the same size, but set at different angles, 
15 deg. and 75 deg. It is claimed that 
where one head cannot be used, the other 
can. These wrenches, an addition to the 
Williams’ “Superrench” line, are drop- 


these for 











ing somewhat better than a few weeks 
ago. Some of the manufacturers have 
announced that present prices on nails 
and wire will be continued through the 
fourth quarter. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Nails, factory shipment, car lots, 
$2.65 per keg; less-than-car lots, 
$2.80 per keg; stock shipment, $2.75 
per keg; No. 9 galvanized wire, $3.30 
per 100 lb.; No. 9 annealed wire, $2.85 
per 100 Ib.; polished fence staples, 
$3.30 per 100 Ib.; galvanized fence 
staples, $3.55 per 100 Ib. 

3arbed Wire.—Barbed wire, stock, 
shipment, Lyman, 4 point, $3.08 per 
80-rod spool. Hog wire, $3.33 per 
80-rod spool. 


OIL AND GASOLINE STOVES.—Or- 
ders have fallen off and the demand at 
present is rather slow. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Perfection oil stoves, full white 
porcelain enamel with built-in oven, 
Superfex burners, $140; full white 
porcelain enamel with built-in oven, 
double wall burners, $120; japan fin- 
ish stoves, $28.50, $22.50 and $17.50. 
Puritan oil stove, full white porcelain 
enamel with short drum Puritan 
burners, $122; japan finish stoves, 
$28.50, $22.50 and $17.50. Puritan 
pressure gas stoves, full porcelain 
enamel with built-in oven and pres- 
sure gas burners, $128: japan finish 
stoves, $38, $33 and $26.50. Perfec- 
tion ovens, one burner, $2.50; one 
burner, glass door, $2.70; and two 
burner, glass door, $6. Discount on 
above stoves and ovens, 30 per cent 
for less than ten and 30 and 5 per 
cent for ten and more. 

Nesco stoves, 2 burner gasoline, 
without high shelf, $23; same, 3 
burner, $28; same, 4 burnei, $33; 4 
burner range, $65: 5 burner range, 
$70; high shelves for regular gasoline 
stoves, 2 burner, 5.25; 3 burner, 
$6.50; 4 burner, $8; dealers’ discount, 
30 and 5 per cent off list. 

Air-O-Gas gasoline stoves, No. 327, 
$28.50: No. 330, $34.50; No. 324, $39; 
No. 325, $45; No. 328, $72; No. 322, 
range, $114. These prices are subject 
to a 33% per cent discount. 

New process, wick oil cook stoves, 
No. 465, 5 burner, $78: No. 505. 5 
burner, $81: other models with plain 
gray backshelf; No. 742, 2 burner, 
$23.45; No. 743, 3 burner, $30; No. 
744, 4 burner, $38; No. 745, 4 burner, 
$40.50: No. 782, 2 burner, $26.20; 
No. 783, 3 burner, $33.40: No. 785, 
4 burner, $45.10. These prices, sub- 
ject to a discount of 33% per cent, 
are for delivery in the central dis- 
trict. 


PREPARED ROOFING. — Retailers 
stocked up heavily when prices were 
considerably lower, consequently there 
is not much demand at present. 
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JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B CLEVELAND: 

Popular grades: Light, $1.13 per 
roll; medium, $1.35 per roll; heavy, 
$1.50 per roll; slate surface roofing, 
$2.50 per roll. 


RADIO EQUIPMENT.—There is some 
activity in receiving sets and the trade 
looks for a record breaking amount of 
business this fall. A. C. tubes are quite 
active. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CLEVELAND: 

CX No. 112, $3; CX No. 326, $2.50; 
C No. 327, $5; CX No. 380, $4.50; CX 
No. 371A, $3. 

Philco 6-180-volt, AB-686, socket 
power units, $33; AB-386, $39; AB- 
382, $45; 6-150-volt, AB-663 and AB- 
356, $27; AB-623, $33; 4-volt, AB-463, 
$27. AB423, $30; 6-volt, A socket 
power units, A-603, $16.50; B socket 
units, B-86, $21; B-603, $16.50; Philco 
trickle charger, TC-60, $6 

ROPE.—Orders are only fair. 
are unchanged. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CLEVELAND: 

Best grade manila rope at 21%c. 
per Ib, for factory shipment and 22c. 
per Ib. for stock shipment; sisal rope, 
16c. per lb. for factory shipment and 
16144c. for shipment from stock. 


SHEETS.—tThese are moving in pretty 
fair volume. Current mill prices are 
unchanged, but most producers have 
announced an advance for the fourth 
quarter. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. CLEVELAND: 

24-gage galvanized sheets at $4.45 
per 100 Ib. 


WEATHERSTRIPPING.—Quite a few 
orders are being taken for fall ship- 
ment. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Home Comfort weatherstripping in 
cartons and in 500-ft. reels with reel, 
3%c. per ft.; Airseal, 500-ft. spools, 
2c. per ft. 

Copper weatherstripping, Tac-Ezy, 
36 in. window sets, 90c. each; 42 in., 
$1 each; 3 ft. x 7 ft. door sets, $1.25 
each; coil strip, 1 in., $3.85 per 100 
ft.; 1% in., $4 perg100 ft. 


WOOD SCREWS.—The 
fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 

Flat head, bright screws, 60 per 
cent off list; round head, blued, 50 
per cent off list; flat head, japanned, 
40 and 5 per cent off list; round head, 
nickel on steel, 27% and 10 per cent 
off list; flat head, brass, 50 per cent . 
off list; round head, brass, 40 and 10 
per cent off list. 


Prices 


demand is 


forged from chrome-molybdenum steel 
and finished in rust-proof chrome plate. 
In spite of their small size and extreme 
thinness, all are guaranteed against break- 
age. 

Although designed primarily to handle 
the small, awkwardly placed nuts, bolts 
and cap screws so frequent in generators, 
magnetos, timers, radios and other electri- 
cal devices, this new set is also handy for 
fine adjustments. Wherever small wrenches 
are required-it is sure to find innumerable 
uses. The seven Midget “Superrenches” 
are packed in a black leatherette carrying 
case, which when closed measures only 
5x 4x % in—a convenient size for carry- 
ing in either some small compartment of 
the tool box or the side pocket of a coat. 














Accessible with 














Just by glancing at the illustration shown below, you can see 
how easy and simple it is to open or shut Slidetite equipped 
garage doors. Instead of being outside, all Slidetite garage 
door hardware is inside. So Slidetite doors can’t blow shut. 
They won’t stick or sag. They won’t rust. And because they 
do away with dangerous center posts, they give an unob- 
structed, full-width opening. 


No matter what weather conditions may be, you can always get 
in and out of your garage as easily as you enter or leave your 
house—once you have installed Slidetite. In the most bitter 
days of winter, as in mid-summer, they respond instantly— 
even to the light touch of a child. In brief, Slidetite is the very 
last word in garage-door convenience and efficiency! 


e 
0. 
AHanever forany Door that Slides 
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Pittsburgh Jobbers Turn to Fall 


Sales Programs—Few Price Changes 


PITTSBURGH, Sept. 4.—The between seasons period in hardware 
has been reached and business is only moderately active. There are 
some fill in purchases of summer lines and a moderate amount of 
ordering of goods that will be wanted early in the fall, but jobbers 
are giving attention to fall sales programs. 
provement over the record of the year to date. 
coal mine operation will be more constant and on a larger scale on 
account of household requirements and the usual building up of in- 
dustrial stocks to meet the extra demands of the winter. 
tion of this hope will mean more hardware business. 
still is active and the industry is enjoying the highest rate of en- 
gagement for this time of the year since the war period. 
rate of steel production for the year to date is merely maintained 
with no further increase, a new high record ingot production will 
be reached. Few important price changes are noted in hardware. 
Collections still are somewhat laggard in this area. 


(Pittsburgh office of HARDWARE AGE) 


The hope is for im- 
It is expected that 


Realiza- 
Steel business 


If the 





AUTOMOBILE TIRES AND TUBES. 
—Intensive sales efforts are bearing 
fruit. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Mansfield Tires. — High pressure, 
cord, 30 x 3% in., extra size, $7.25 
each; straight side, — 31 x ‘ in., 
11.40; 32 x 4 in., $12.10; 33 x 4 in., 
12.70; 32 x 4% in., $15.95; 33 x 5 in. 
$21.70; balloon, 29'x 4.40 in., $8; 
x 5 in., $10.75; 31 x 5 in., $11.20; io’ 
5.26 in., 20 in, rim, $12. 50; 30 x 6 in., 
$16.60; "32 x 6 in., 20 in. rim, $17.40. 
Tubes.—High pressure, tan, 30 x 
3% in., + T¥¢ $1.40 each; 31 x 4 
in., $2.10; x 4 1in., $2.20; 33 x 4 in., 
$2.30; 32'x rs in, $2.60; $3 x 4% in., 
$2.70; 34 x 4% in., $2.80; 33 x 56 in., 
$3.55; gray tubes sell 15¢. to 50c. less: 
balloon gray, 29 x 4.40 in., $4.65; 30 x 
5 in., $1.95; 31 x 5 in., $2.05; 20 x 6.25 
in., 4- rim, $2.25; 32 x 6 in., $2.65; 
33 x 6 in., $2.85. 


APPLE PICKERS.—The apple crop is 
promising in this part of the country, 
and already there is some demand for 
wire pickers, which Pittsburgh jobbers 
quote to retailers at $4.50 per dozen. 
BATTERIES.—New prices have been 
announced on flashlight batteries and 
they are materially lower than the old 
ones. No change is noted in prices of 
other kinds of batteries. Fairly good 
demand exists for flashlight batteries, 
but those for radio sets are rather slug- 
gish. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 
Broken Unit 
Packages Packages 
R 2. 





62 1.22 ph 
No. 6 dry cells, — type, unit 
packages, 32%c. each. 
Flashlights.—No. 935, 6%c. each; 
No. 950, 6%c.; No. 790, 13c.; No. 
705, 19%c.; No. 750, 13%c.; No. 791, 


13c. 
Hot Shot.—No. 1461, $1.67; No. 1661, 
$2.37. 





BEVERAGE AND PRESERVING 
SUPPLIES.—There is a good demand 
for almost all of the items under this 
heading. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Botties.—Crown, 14 ounce, $6 per 
gross; 28 oz., $8. "40; lightning stop- 
per, 14 oz., $7. 50; 28 oz., $9 


Caps.—In single gross lots, 18c. per 
gross; 10 gross lots, 17c. per gross; 
50 gross lots, 16c. per gross. 

Cappers.—Everedy, $9 per dozen; 
Indestro, $10 per doz. 

Strainer Sets.—Everedy in dozen 
lots, strainer stand, $4 per dozen: 
strainer bag, $2 per dozen; filter bag, 
$4 per doz. 

Scales.—Universal, No. 1021, $1.2 
No. wre en 55; No. 19221, $2. 50; No 
1621, $3.5 

Mason Ti —Pints, $8.80 per gross; 
quarts, $10.10; 2 quarts, 15. 

Jar Rubbers.—Double lip red, 80c. 
per gross. 

———. 9°71 —No. 
70c. per doz 2, 
doz.; jar ae ag Te" per doz. 

Fruit presees.—-Entorprise, No. 6, 
$6.25 each; Juicy, 3 $3.50 each; 


1, single jar, 
& jar, $3.60 per 


Sealing Wax. —$2.50 per case. 

Cider Presses.—Eagle, single tub, 
$12.10 each; Eagle suntor. $24; Cant- 
clog, single tube, $14.8 

Meat Choppers. = Emterp rise, No. 
12, $5.25 each; No » $9; No. 32, $11. 

Kraut and aig ’ Cutters. -— Slaw 
cutters, Rapid, $3 ir doz.; No. 625, 
$3.60; No. 626, $4.80; Kraut cutters, 
No. 672, $1.15 each; No. 673, $1.35. 


Oak Kegs.— 
Oak Oak Charred 
Red White White Oak 
>. Are $1.35 $1.45 $2.40 

BOGEOL, © can gence 1.80 1.95 2.85 
Sf eee 2.00 2.15 3.20 
arr 2.25 2.45 3.75 
. eee 2.65 2.85 4.35 
|, aaa 2.85 3.00 4.50 
DOME, bewcvcce 3.75 4.20 6.50 


BOLTS, NUTS AND RIVETS.—De- 
mand appears to be a little more active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Bolts.—All styles, except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off aati tire bolts, 60 and 10 per 
cent off list. 


Nuts.—All styles, 60 per cent off 





list 
ain niienee, $3.50 base per 100 
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pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE.—Demand 
is steady enough, but does not reach a 
very sizable volume. Prices are firmly 


held. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.38. PITTSBURGH: 
Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, in 3 in. x n., $18.50 per 100 
pair; 3% in. x 3% in., $19; 4 in. x 4 
in., $30. 
Hinges.—Heavy strap, 6 in., $1. 85 
per doz.; 8 in., Pa 95; 
$2.30 per doz.: 


extra heavy, My 
8 in., $3.40; 10 in., "Re. ae light strap, 
with’ screws, packed one pair in a 
box, 3 in., $9. er 100 pair; 4 in., 
$11.60; light, 2, 5 in. 11 per 100 
pair; 4in., $12.60. 
Hasps.— Hanger, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
n., 79c.; 6 in., $1.05; safety, 3 in., 
3160 per doz.; 4% in., $1.14; 6 in., 


Garage Sets.—Swinging hinges, 10 
in., $3 per set. 
COAL HODS.—Early orders are of 
quite satisfactory volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


a Ne ok og 16 in. 4 30 per doz.; 
17 in., $4.75; 18 in., $5.25 
HOUSE MAIL BOXES.—Jobbers re- 
port sales to be showing some increase. 
Prices are slightly lower. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Armstrong, black, $7.20 per doz.; 
antique, bronze, brass and alumi- 
num, 


PAINTING SUPPLIES.—Business is of 
seasonal proportions. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(whites and dark greens, 12c. per 
gal. higher); white lead, 13%c. per 
ib. in 100-lb. lots; 10 per ‘cent less in 
lots of 500-lb. or more, and extra 4 
per cent less in lots of a ton or more; 
turpentine, 69c. per gal. in barrel 
lots; raw linseed oil, 11.3c. per Ib. in 
barrel lots. 


ROOFING PAPER.—Prices are higher. 
Demand is increasing, as usual with the 
approach of fall. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Continental, heavy, $2.15 per roll; 
extra heavy, $2.55; Apex, medium, 
$1.70; heavy, $2.05. 


SASH CORD. -—Leading makers have 
announced higher prices. Cotton is 
firm, but it appears that the reason for 
the advance in cord is that recent prices 
have not yielded a fair profit. There 
are four grades of cotton sash cord, 
and jobbers’ quotations to retailers, 
f.o.b. Pittsburgh, range from 34c. to 
62c. per lb. 


SPORTING GOODS.—New price oP 
baseball goods reflect the advance n 
leather over the past year in mitts and 
gloves. 
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The Big 4. 


Ihat Lead in Cross-Cut 


Saw Sales... 


SALES—that is what every hardware 
dealer wants. Stock that turns over 
quickly is the answer, and to the man 
who wants to sell more Saws SIMONDS 
CRESCENT GROUND CROSS-CUTS 
are also the answer. 


Demand has made these saws the best 
sellers and quality has kept them sold. 
The BIG FOUR in the field are 
SIMONDS Nos. 22, 133, 324, 325. If you 
stock them you sell them—and remem- 
ber they are fully guaranteed. 


Your jobber can supply you. Ask him. 








SIMO 


HARDWARE DEPT. 





Company 


“The Saw Makers” 
“Established 1832”’ 


FITCHBURG, MASS. 


Sawand Steel 
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STOVE AND FURNACE PIPE.—Sea- | North Nov. 5. Prices are net May 1 Pa oe # ste e ener eee eee eeens 3.43 

sonally good demand is reported by | in the South, and July 1, 1929, in the Speen aatie (special) .......° °° ye 

jobbers. North, with 2 per cent discount allowed Py Woven Wire Fence (per 100 

JOBBERS’ QUOTATIONS TO RE- for payment by March 10 and May 10, 10f7 11 $39.80 
TAILERS, F.0.8. PITTSBURGH: ivel 1047- 9 5 

Stove Pipe.—Nested, 5 in., $3.20 per cesponey- 726-11 4 
—Nested, n., $3. - 27.70 

crate; 6 in., $3.40; 7 in., $4.05; corru- JOBBERS’ QUOTATIONS TO RE- 726- 9 37°00 

gated elbows, 5 in., $1.30 per doz.; TAILERS, F.O.B. PITTSBURGH: 939-11 35.80 

6 in., $1.40; 7 in., $1.85. Fence Wire 939- 9 49.20 
Furnace Pipe.—No. 26 gage, 8 in., per 100 lb. Annealed Galvanized Poultry and rabbit (No. 14 gage): 

16c. per ft.; 9 in., 17c.; elbows, 8 in., No. 6 to 9 gage....... $3.05 $3.50 Se ae A See hee $36.50 

36c. each; 9 in., 40c. De Ee”... dakearbs oo <aks 3.10 3.55 Om 4 apr ee ee 44.00 

. A ek! ae ae 3.15 3.60 = RR eee ee 49.50 

WIRE PRODUCTS.—Demand for nails NOSae. «steerer 3.20 3.70 Steel Fence Posts: ; 

and wire on the whole is somewhat bet- 7 oc ccececsceres =a eo ag Painted 
a > ° A ea arene i R . =( 

ter than it has been. Spring dating| No 15 (122222122127 3:60 4.30 Sie aa tien rel aes 

terms have been announced on woven a. 4 agree ie an , 4.45 : & ee eee a — 38c. each 

wire fence, those for the South becom- a-point cattle pie age 7% ft. RRS ee: Pare’ con a: 

ing effective Sept. 3 and those for the ee” ae ea eee 3.18 Bright nails, base, per keg, $2.90. 








E all get in the habit of thinking of big, 
every-day matters in a conventional, lackadaisi- 
cal manner. 

It is so much easier, for instance, to think of advertis- 
ing in terms of dollars—expense dollars—that most of 
us lazily think of it in such 





How Do You Think of Advertising? 








He says that at the entrance to that stage there stands 
an official taking toll from speakers who desire to ad- 
dress the audience. The toll he takes is the cost of ad- 
vertising. 

Advertising is the license which may be purchased 

to “speak” in ink to that 





terms. 

3ut, as a matter of fact, 
the only figures which can 
give any adequate idea of 
relative values in advertis- 
ing are those figures which 
stand for people (read- 
ers, potential buyers, cus- 
tomers ), for time, and for 
geographical extent. Such 
figures furnish us some 
tangible idea of the nature 
of that advertising which 
is under consideration, 
whereas the dollars merely 
indicate its cost and give 
no idea at all as to its 
value. 

We who sell advertised 
goods should train our- 
selves to think of advertis- 
ing in this preferred man- 
ner. And, wherever pos- 
sible, we should bring the 
trade with which we come 
in contact to the point of 
doing likewise. 

Advertising is merely 
Power, nothing more, 
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audience. 

And Mr. Brisbane 
might have done well to 
have carried his simile at 
least one step further, and 
to have explained that the 
retailer who “ties up” with 
the manufacturers’ adver- 
tising, by advertising 
locally himself, in one way 
or another, is standing at 
the exit of that vast audi- 
torium, with his merchan- 
dise ready to sell, as the 
audience files out imme- 
diately upon being per- 
suaded by the speaker on 
the stage, and intent upon 
purchasing what he has 
recommended.— eredith’s 


Merchandising Advertis- 
ing. 





*10c.! Yeah—10c. for 
the String and 10c. for 
the Beads” 


Every morning the New 








nothing less. It is Selling 
Power. And, just as the 
cost of a huge hydro-elec- 
tric plant can convey no adequate idea of the power 
which it can produce, so those figures which merely re- 
late to the cost of advertising can give no accurate idea 
of its Power, either. 

Advertising is Opportunity, too; and, like every other 
opportunity, it is valuable only in so far as it is effi- 
ciently used. ° 

Arthur Brisbane, who likes nothing better than a well- 
turned simile, has stated that, in his opinion, advertis- 
ing is very much like an empty stage in a vast auditorium 
facing an enormous audience. 


"10c.! Yeah—10c. for the string and 10c. for the beads” 





York World publishes a 
cartoon under the heading 
“Metropolitan Movies. 
It is a cross-section of life in the metropolis. In a 
very recent issue the accompanying cartoon appeared, 
and it will strike a responsive chord with many 
who are familiar with chain store methods. Inde- 
pendent hardware dealers, as well as customers, are !4- 
miliar with the merchandising, by these stores, of arti 
cles that can in any way be dismembered and sold 10c. 
for this and 10c. for that. When the article is assembled 
it costs the customer as much or more than a good 
article in the hardware store. But they seem to like to 
be humbugged, as Barnum said. 


Courtesy New York World. 
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- for Economical Transportation 


Giaiory 


l | 


The. Lowest-Priced Truck 


equipped with 


4 Speeds Forward-4 Wheel Brakes 


“MORLD @ LL 


In the few weeks since the new 
Utility Truck was announced, it has 
received an enthusiastic reception 
from thousands of truck buyers 
throughout the nation— 


—for it not only embodies the most 
recent advancements in truck en- 
gineering and construction, but it 
sells for the lowest price ever placed 
on a truck equipped with four-speed 
transmission and four-wheel brakes! 


In addition to the scores 
of truck features for 
which Chevrolet has 
long been famous, 
there is now provided 
the new 4-speed trans- 
mission, with an extra 
low gear that gives tre- 


The UTILITY TRUCK 


*520 


(Chassis Only) 
f. o. b. Flint, Michigan 


mendous pulling power for steep 
hills and heavy roads—and reduces 
to the very minimum the starting 
strain on motor, clutch and rear 
axle... powerful 4-wheel brakes that 
safely control the’ heaviest loads 
under every condition of highway... 
a new ball bearing steering mech- 
anism which makes it easy to drive 
over rough and muddy roads. 


Visit your Chevrolet dealer today 
and see this remark- 
able truck. You’ll find 
that it offers every 
feature needed for de- 
pendable transporta- 
tion—plus amazing 
economy of owner- 
ship and operation. 


The Light Delivery Chassis, $375, f. o. b. Flint, Michigan 


CHEVROLET MOTOR COMPANY, DETROIT, MICHIGAN 
Division of General Motors Corporation 
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Missouri River Territory Looks for 


(,ood Fall Trade—Prices Steady 


(Kansas City office of HARDWARE AGE) 


KANSAS CIty, Sept. 4.—Nothing appears as yet to warrant any 
reversal of the optimism that has pervaded the trade for some weeks 


forecasting a big year for the hardware business. 
is now a reality and while the price for that staple is not up to ex- | 


The wheat crop 


pectations, many farmers are in a position to hold onto their crops, 


a greater number than last year, and this it is believed, will tend | 


to strengthen prices as the season progresses. 


The corn crop is going to be a big one and the wholesalers are look- 


ing forward to a better volume in corn husking equipment than pre- 


vailed last year. 
pickup in the last three weeks. 


The general hardware trade has shown a good 
Prices of livestock being good | 
and this section being a large animal producing territory, hardware | 


| 


men have every reason to look forward to a greatly improved fall | 


season. 


Harness buyers look for a stiffening 
of the market and cite the recent prices 
quoted by mail-order houses to sub- 
stantiate their belief. Moreover, the 
time is here when the manufacturers 
enter the leather market to buy and 
this is another feature that tends to 
hold prices up to the present level or 
even boost them. No reductions have 
been made and higher prices are ex- 
pected. The day of cheap leather is 
past, say these buyers and, while the 
harness movement has been somewhat 
slow, with the big crops to be consid- 
ered the farmers will be obliged to 
replenish worn out goods, it is be- 
lieved. 

Prices on steel sheets in the Missouri 
River territory have been lowered some- 
what due to competitive circumstances. 
Mill purchases for the fourth quarter 
will be somewhat higher. A change has 
been made in the discount rate from 2 
per cent to one-half of 1 per cent. 
Wholesalers believe that the present 
price level is only temporary and may 
be withdrawn soon. 

It has been an unusually good season 
for the sale of snaths, scythes and 
grass hooks owing to the abundance of 
rain in the territory which has made 
the grass grow rapidly. Many whole- 
salers have sold completely out and 
have reordered several times. The sea- 
son is just coming to a close on garden 
hose, upon which item the volume has 
been fair. The whole hardware trade 
in this section expects a better volume 
of business all along the line for crop 
conditions are exceedingly good and 
farm animals which will consume a 
large part of the crop are bringing a 
good price. 


ALCOHOL.—Prices continue to show 
an upward trend. Most of the big buy- 


ers have bought. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 
Denatured alcohol, 
mula 5, in 55-gal. drums, 


188 proof, for- 
$0.61 per 





gal.; in lots of 5 to 9 drums, $0.59 per 
gal.; 10 to 19 drums, $0.57 per gal.; 
in lots of 20 or more drums, $0.56 per 
gal.; $6 charge for drums, subject to 
credit on return. 


ALL-STEEL HOSE REEL.—Movement 
has not been heavy but prices remain 
firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Donley all-steel, No. 2, $1.70 each. 


AXES.—Season on axes not started. 
Business slow. No change in prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 
First quality, single-bitted, unhan- 
dled axes, 3 to 4 Ib., $14.50 base; han- 
dled, $18.75 to $20. 50 base. 


BALE TIES.—Demand is good as hay 
baling season approaches. Prices are 
firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 

Fourteen gage, 8% ft., $1.39; 9 ft., 

~ gf 


$1.34; 1514 gage, 8 ft., 
$1. 06; 9 ‘ft., $1.12; 16 wage, 
$0.88: 8 ft., $0.92; 8% ft., $0.9 


BUILDERS’ HARDWARE. — Jobbers 
still complain of poor business as 
building activities are limited. There 
are no new prices of importance. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Case lots of 24% x 2% steel butts, 
old copper and dull- brass finish, $19.25 
a hundred pair; 3% x 3%, $20 a hun- 
dred pair; 4 x 4, $27 a hundred pair; 
heavy steel bevel inside sets, case 
lots, $5.50 per doz.; steel bit-keyed, 
front door sets, $18 per doz. sets; 
wrought bronze metal, $2.25 per set; 
eylinder front door sets, wrought 
bronze metal, $6.50 per set. 


CARRIAGE AND MACHINE BOLTS. 
—Movement is picking up. Prices are 
firm. 

JOBBERS’ bo gd CEE 5 J TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Small carriage, rolled thread, 50-10- 
10-5 off list; small carriage cut 
thread, 50-10-5 off list; large carriage 


cut thread, 50-10-5 off list; small ma- 
chine rolled thread, 50-10-10-5 off 
list; small machine cut, 50-10-5 off. 
From list as of April 1, 1927. 


| CHAIN.—Has not been much volume 


but demand is getting better. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, — MISSOURI RIVER 
CROSSINGS 

Proof coil rors 3% in., 
cewt.; No. 2-0 Tenso, 250 ft., 
$6 per reel. 


COTTER RIVETS AND BURRS— 
Owing to increased use of combines 
orders show a falling off. Season is late 
but volume holds up well considering. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS 


40-10 per cent off list. 
EAVES TROUGH AND CONDUCTOR 


$9.00 per 
reel lots, 


| PIPE.—Demand is steady but volume 





J 
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is small. General prices unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

28 gage, 5 in. lap joint eaves 
trough, $4.75 per 100 ft.; 28 gage, 3 
in. conductor pipe, $5.00 per 100 ft. 


FIELD FENCING.—Movement is about 
as reported last time, with futures not 
very active. Prices fairly firm. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 
$22.50 for 26-in. fence to $38.50 for 
9 top and bottom, 11 intermediate 
and 12 stay wire. 


FILES.—Business continues light, with 
no price changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 

Nicholson, 50 per cent off list; job- 
m5 8 brands in full packages, 60-10 
off list. 


GALVANIZED WARE.—Movement is 
good, much heavier than last year. As 
season advances preserving equipment 
moves rapidly. Prices keep firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Galvanized tubs, standard No. 0, 
$5.20 per doz.; No. 1, $6.40 per doz.; 
No. 2, $7.20 per doz.; No. 3, $8.45 per 
doz.; common galvanized pails, 8 qt., 
$2.10 per doz.; 10 qt., $2.25 per doz. 


GARDEN HOSE.— Movement has 
been good but the season is ciosing 
with a corresponding slackening of or- 
ders. Heavy grass has caused a heavy 
movement of grass cutting equipment 
which still continues. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOUR! RIVER 
CROSSINGS: 

$7.50 to $10.50 per 100 ft. 


GRAIN SCOOPS.—Demand is still 
lively although not so much so as it 
was two weeks ago. Prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 
Light weight, full polished, split D 
handle, No. 6, $12 og doz.; No. 8, $13 
No. 10, $14; No. 12, $15; No. 14, $16. 
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NEW HAVIEN JARTILAIRMS 


in colors 


The Alarm Clocks Beautiful! 
Dependable 40-hour Movements 
Krack-Proof Krystals. Back Bell 
Alarms; Seamless Metal Case 
with Moulded Base to match. 
Conform with colors used in 

Modern Homes. 














Octagon Tat-Too 
lain : 
Height, 5 inches. Base 4% — 
inches. Green Pastel Finish. ick- 
Consumers” Price ....83.00 Tick-Tock 
Dealer’s Net Price.. 2.05 Height, 4% inches. Fur- 


nished in colors — Red, 
7 7 M 
-tor ge a oe Height, 2% inches. Fur- 
Consumers’ Price ... .$2.50 nished = —_—- — Red, 
) "g N > at Green or Yellow, 
Dealer's Net Price 1.70 Consumers’ Price ....83.00 
Dealer’s Net Price.. 2.05 





Octagon Tat-Too Jr. 
Plain 


ORDER FROM 
YOUR JOBBER 
TODAY 


Octagon Tat-Too 
Radium 
Height, 5 inches. Base 4% 
inches. Green Pastel Finish 
Consumers’ Price ....$4.00 
Tick-Tock Dealer’s Net Price.. 2.70 
Radium 
Height, 4% inches. Fur- 
nished in colors — Red, 
Blue, Green, Yellow or Ma- 
hogany. 
Consumers’ Price .... 
Dealer’s Net Price.. 


Octagon Tat-Too, Jr. 
Radium 


Height, 2% inches. Fur 
nished in Red only. 

Consumers’ Price ....84.00 
Dealer’s Net Price.. 2.70 
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HAMMERS.—Not much call at this 
time of the year. No price changes of 
importance. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

First grade, 711% nail hammers, 
$12.60 per doz.; jobbers’ brands, $10.80 
to $11.40; competitive forged nail 
hammers, $4.00 to $6 per doz.; cast 
steel hammers, $3.60 per doz 


HARNESS.—Volume continues at low 
ebb. Full sets neglected. Jobbers look 
for a big replacement business the com- 
ing year. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 

Regular No. 1 quality, 1% in. traces, 
$70 per set; No. 2 quality, 1% in. 
traces, $58 per set; No. 3 quality, $53 
per set. 





HARNESS HARDWARE.—Few orders 
are being received but prices remain 
firm. 


JOBBERS’ QUOTATIONS TO RE- | 
TAILERS, F.O.B. MISSOURI RIVER | 
CROSSINGS: 

1 in. japanned buckles $2.00 per 
gross; No. 200 XC snaps, 1 in., $6.60 
per gross; roller snaps, No. 85, $2.65 
to $3 per doz.; No. 47% XC bits, $1.50 
per doz. 


HORSE COLLARS.—Demand is lighter 
than it was two weeks ago. Prices are 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 

Full grain collar-leather’ collars, 
average 16% in. draft, $55 per doz. 


LAWN MOWERS.—Good movement 
but is slackening some. Jobbers’ stocks 
low in some sizes. There has been a 
big demand for all grass cutting equip- 
ment owing to heavy grass. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Hand lawn mowers, $6 to $30 each. 


MILD STEEL BARS.—Demand is not 
heavy but prices remain firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Bars, shapes and small angles, 
$3.56 per cwt. base; structural sizes 
and shapes, $3.66 per cwt.; mild steel 
bands, 3/16 and lighter, $4.21 per 
cwt.; steel hoops, $4.66 per cwt.; re- 
inforcing bars, $3.40 per cwt.; cold 
rolled round shafting, $4.16 per cwt.; 
cold rolled square bars, $4.66 per cwt. 


NAILS.—About the usual volume con- 
tinues with prices firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Common wire nails, $3.40 per keg, 
base (see new extras). 





Novel Auction Bridge Tiles 

A new, interesting and practical item 
that has recently been brought before the 
trade is the Clark Auction Bridge Tiles. 
Realizing that many people like to play 
bridge in the open, but are hampered by air 
currents blowing the cards from the table, 
W. L. M. Clark, Inc., 1324 Washington 
Ave., St. Louis, Mo., has manufactured 55 
beautifully embossed ebony finished tiles 
with regular card markings sunk in the 





OILS.—Movement somewhat slow with 
prices wobbly. Prices quoted only in 
barrel lots. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Raw linseed oil in bbl. lots, $0.84 
per gal.; boiled linseed oil in bbl. 
lots, $0.87 per gal.; turpentine in bbl. 
lots, $0.64 per gal. 


POULTRY NETTING.—Volume has 
slowed down for the present owing to 
seasonal conditions. No new prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOUR! RIVER 
CROSSINGS: 

50-10-5 per cent. 


ROPE.—Movement is just fair with 
demand showing a tendency toward the 
lower grades. Prices a little unsteady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Highest quality Manila rope, stand- 
ard brands, 24c. per lb., base; No. 2 
Manila, standard brands, 20%c. per 
lb.; No. 2 sisal rope, highest quality, 
standard brands, 19c. per Ib.; No. 2 
sisal rope, standard brands, l4c. to 
16%4c. per Ib. 


SCREWS.—Little call for fill-in stock 
from dealers. No price changes. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS. F.O.B. MISSOURI RIVER 
CROSSINGS: 

Flat head bright screws, 50-20 per 
cent off list; round head _ blued 
screws, 45-15 per cent off list; flat 
head brass screws 45-15 per cent off 
list; round head brass screws, 40-15 
per cent off list. 


SMOOTH WIRE.—Volume is_iight. 
Prices firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOUR! RIVER 
CROSSINGS: 

No. 9, hard, $3.25 per cwt.; an- 
nealed, $3.40 per cwt. 


SOLE LEATHER.—Demand gets a 
little stronger as the school season ap- 
proaches. Prices are still high and very 
firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 

No. 1 sole leather strips, 98c.; light, 
No. 2, 80c. 


STEEL SHEETS.—Brisk movement 
continues. Prices are somewhat lower. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

28 gage galvanized flat, $5.25 per 
cwt.; 28 gage black flat, $4.05 per 
ewt.; corrugated iron, 28 gage gal- 
vanized $4.45 per square; 26 gage 
galvanized corrugated, $4.90 per 
square; 28 gage painted corrugated, 
$3.15 per square. 
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STORAGE BATTERIES.—Demand j; 
light. Small price reduction in pros. 
pect for about Sept. 1. No new price 
announcements as yet. 


JOBBERS’ QUOTATIONS To Re. 
TAILERS, F.O.B. MISSOURI RiveR 
CROSSINGS: 

Automobile, 6 volt, 11 plate, heayy 
standard terminal, $9.10 each; 6 voit’ 
13 plate, $10.75 each; 12 volt, 7 plate. 
$12.85; 6 volt, 11 plate, thin, standard 
terminal, $7.35; 6 volt, 13 plate, thin, 
for Ford and Chevrolet, $8.05, 





| SWEAT PADS.—Movement is slow. 
| Jobbers now out offering for next year. 
| Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. MISSOURI! RIVER 
CROSSINGS: 

$4.25 per doz.; 20 in. base 


TIRES. — Current volume continue; 
heavy. Prices a little weak. Demand 
is mostly for quality grades. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. MISSOURI! RIVER 
CROSSINGS: 

Mansfield automobile, covered by 
standard warranty, 30 x 3% oversize, 
heavy duty cord, s.s., cl., $7.25; 31 x 
4, $11.40; 32 x 4, $12.10; 33 x 4, $12.70; 
32 x 4%, $15.95; 33 x 414, $16.60; 33 x 
5, $21.70. Balloon, 29 x 4.40, regular, 


31 x 5.25, $12.90; 31 x 6.00, $17.10; 33 
x 6.00, $18. Trucks, 32 x 4%, 8 ply, 
$20.55; 33 x 414, $21.30; 30 x 5, $26.20; 
32 x 6, $32.40; 36 x 6, 10 ply, $46.60; 
34 x 7, $60.15; 40 x 8, 12 ply, $91.60. 
(All foregoing prices subject to 5 per 
cent trade discount.) 


TUBES.—Good movement of tubes 
continues with prices somewhat un- 
steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Mansfield, 30 x 3%, heavy duty, 
tan, $15.60 per doz.; 31 x 4, tan, $12 
per half doz.; 33 x 4, tan, $13.20 per 
half doz.; 32 x 414, tan, $15 per half 
doz.; 33 x 4%, tan, $15.60 per half 
doz.; Balloon, 29 x 4.40, heavy duty, 
$18.60 per doz.; 30 x 5.25, $12.90 per 
half doz.; 31 x 6.00, $14.70 per half 
doz.; 33 x 6.00, $16.50 per half doz. 
(All foregoing prices subject to 10 
per cent trade discount.) Special 
brand tubes, 30 x 3%, 55 to 70 gage, 
2%-in. pole, reinforced valve base, 
vuleanized splice, full size, valve, 7c. 
each; 29 x 4.40, 92c. each. 


WIRE CLOTH.—Season is almost over 
for this item. No price changes. Trade 
has been better than last year. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI! RIVER 
CROSSINGS: 
Black, 12 mesh, $1.85 per 100 sq. 
ft.; galvanized, 12 mesh, $2.05 per 100 
sq. ft.; galvanized, 14 mesh, $2.45 per 
100 sq. ft.; galvanized, 16 mesh, 
$2.80 per 100 sq. ft. 





ile ) 
face, so they can not become soiled or rut 


off. A joker, a blank and a dealer tile are 
included in the set. 


These tiles can be used on the beach, 
| shipboard, etc. Auction bridge is played 
| with them exactly as with cards. Four 
| Clark’s metal folding tile racks compl 
| the set, which also includes new auction 
bridge rules, instructions and score pads. 
| The case in which the set 's packed 1s 
| polished and very attractive. 
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REMINGTON’S 
Window Display Contest 


Remington Sportsmen’s Week 


OCTOBER 15th to 20th, 1928 


Cash Prizes—Grand Total $5000.00 
First and Grand Prize . . . $250.00 


First Group 


Cash prizes for retail dealers in 
towns with a population of 3000 
and under: 


Ist prize $100.00 





Second Group 


Cash prizes for retail dealers in 
towns with a population of 3000 
up to and including 6000: 


1st prize $100.00 


Third Group 


Cash prizes for retail dealers in 
towns with a population of 6000 
and upward: 


Ist prize $100.00 


© 1928, R. A. Co. 


75.00 
50.00 
25.00 
10.00 

5.00 


2 prizes of 

3 prizes of 

6 prizes of 

50 prizes of 
100 prizes of . 


2 prizes of 

3 prizes of 
6 prizes of ea 
50 prizesof . . . 
120 prizes of . . 


75.00 
50.00 
25.00 
10.00 

5.00 


75.00 
50.00 
25.00 
10.00 

5.00 


2 prizes of 

3 prizes of 

6 prizes of 

50 prizes of 
100 prizes of . 


Conditions Covering Remington’s $5000.00 Window Display Contest 
6 
7 


Date: Remington Sportsmen’s Week, October 
15th to 20th, 1928; 


2 Any dealer who uses FREE display material fur- 
nished by Remington may compete. 


3 Each contestant (dealer) must furnish a photograph 

of his window display to Remington Arms Co., Inc. 
on or before November 12th, 1928. Unmounted 
photos (prints) preferable. 


4 Each photograph must have the name and address 

of the dealer and the population of his town print- 
ed or written clearly with ink on the back. Do not 
use lead pencil. All photographs to be addressed 
and forwarded to Department “‘A’”’, Remington 
Arms Co., Inc., 29 Warren Street, New York, 
N. Y. Remington cannot be responsible for non- 
delivery or loss of photographs in the mail. It 
is agreed that all photographs are to become the 
property of Remington Arms Co., Inc. 


5 Windows will be judged by: 
Mr. Llew Soule, Editor, Hardware Age, New 
York, N. Y. 
Mr. J. G. Taylor Spink, Gen. Manager, Sporting 
s Dealer, St. Louis, Mo. 


Mr. Rivers Peterson, Editor, Hardware Retailer, 
Indianapolis, Ind. 


8 


The judges will begin considering the photographs 
on or about November 14th, 1928. 


A check will be mailed to each prize winner as 
soon as possible, which will be on or about De- 
cember 5th, 1928. 


The photographs of the window displays will be 
judged solely on the basis of the window displays’ 
merchandising values—points covering originality, 
trade-pulling power and general attractiveness— 
regardless of the size of the window in which the 
display is made. ° 


Remington Arms Company, Inc. will pay four 
dollars for every Remington Window photograph 
submitted in the contest that does not win one 
of the cash prizes. This sum guarantees the cost 
of photographing and saves merchants from ex- 
pense in participating. . 


The $5000.00 in cash, given away in more than 
500 cash prizes will be divided as shown above and 


$250—GRAND PRIZE—$250 
The Grand Prize—$250.00—in cash is open to 
all contestants throughout the United States and 
Canada. It will be awarded to the dealer who— 
in the opinion of the judges—makes the best win- 
dow display in accordance with the conditions of 
the contest. The winner of the Grand Prize will not 
participate in any of the other cash prizesor awards. 


REMINGTON ARMS COMPANY, Inc. 


25 Broadway . 


- 





New York City 


Remington, 
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They all watch a window trimmer 


i 2 Rae Pees: led: 
G |= received anew supply of 


5, pe Gillette = 
“ t 


'@ BLADES 


7 


fm 
} 


This illustration is not photographed in the original but 
is a reproduction of the newest Gillette Display. Strik- 
ingly realistic is the “man in the window.” He will attract 
attention as if actually trimming your window. An ef- 
fective Gillette Blade reminder and like all Gillette dis- 


plays, will sell Gillette Razors and all shaving accessories. 


GILLETTE SAFETY RAZOR CO., Boston, U.S. A. 





GILLETTE SAFETY RAZOR COMPANY, 
. Soston, U. S. A. : 

Sign cage : Paste it 

Send New Window Display No. 74-HA. 

the on a 


Name 
Coupon Postcard 


























CUTLERY 








MERCHANDISING IDEAS 











The Handy Shavrite Razor 


N. Y., recently placed on the market the 
new Shaverite Razor. 
The construction of this razor is said to 


eliminate all the bad faults of the straight | 


razor, but takes the advantages of this 


type and combines them with the good | 


points of a safety razor. 


It is possible for anyone to hone and 
strop the Shavrite, as the blade guard 
gives the proper angle to hold the blade 
to the strop. The razor, which is packed 
in a neat ‘leather case, can be secured with 
either a gold plate of polished steel finish. 
There are no new blades to buy and it is 
almost impossible to cut oneself with this 
razor. 


The Improved Dazey Sharpit 


Several improvements have been made 
recently on the Dazey Sharpit, manufac- 
tured by the Dazey Churn & Mfg. Co., 
Warner and Carter Aves, St. Louis, Mo. 


This device, which keeps sharp knives, 
scissors, ice picks, etc., is now furnished 
with a non-tarnishable Udylite plated fin- 
ish. All working parts are completely 
housed in an attractive case. 


Screws are furnished with every Dazey | 
Sharpit for mounting the device on the 


wall if desired. As some homes do not 


have a suitable place for mounting, the | 
Manufacturer also includes in every pack- | 


| than $456,091 worth of safety razor blades 





| age an ingenious clamp which locks into | 


: . : ; a | the Sharpit 2ith ide. 
Cattaraugus Cutlery Co., Little Valley, | ee 26: eee ee 


This clamp enables the Dazey Sharpit | 


| to be quickly and easily attached to any | 
| shelf or table that is convenient for the | 


sharpening of tools. 


Most 


May Export and Import Figures | 
Now Available on Cutlery 


| slice. 


During the month of May, 1928, more | 


were exported from the United States. 
About $17,000 worth of scissors and shears | 
were sent from this country during that 
month and more than $45,018 worth of 
scissors and shears were in the May ex- 
ports. 

Approximately $26,774 worth of pen, 
pocket, clasp, etc., knives were brought 
into this country during May, and about 
$26,628 worth of razors and parts were 
imported during the month. 





Sell Hook with Razor Strop 


When selling a razor strop or stropping 
device which operates from a wall fasten- 
ing, don’t forget to sell the necessary hook. 
This will add something to the sale and 
will insure the buyer of a complete ser- 
vice. It is a good plan to display such 
items on the proper type of hook, which 
you must have in with your other bath- | 
room specialties. 


Most People Oversharpen Razors 
and Other Cutlery 


When you sell strops, hones, oil stones, 


grinders, or other types of sharpening 


| equipment, be sure you instruct the buyer 


how to obtain a satisfactory working edge. 
people overhone, over- 
grind, and then the 
doesn’t shave, the scissors cut or the knife 
If you dcn't understand the “how” 
yourself, find out from the salesman who 
furnishes you with sharpening equipment. 
There are many efficient, practical, and 
simple sharpening devices for household 
use and for shavers which will do a neat 
job if handled right. Only a few strokes 
or turns are needed in most cases. 


overstrop, 


wonder why razor 


Here’s Merchandising Logic for 
the Cutlery Dept. 


“All good cutlery is sold cn confidence. 
What’s the use of creating five dollars’ 
worth of confidence and then showing a 
seventy-five cent knife? Build up the con- 
fidence, but show the knife that will justify 
such confidence. A three dollar knife sale 
is as easy to make as a seventy-five cent 
one, and it adds to the customer’s satis- 
faction and the store’s profit,” said a vet- 
eran cutlery salesman at a recent hard- 
ware association meeting. 


The “Lamson Special Six” Cutlery Line 


Nineteen patterns of knives and forks 
constitute the new “Lamson Special Six” 
line of stainless steel cutlery manufac- 
tured by Lamson & Goodnow Mfg. Co., 
Shelburne Falls, Mass. 

These nineteen patterns have been se- 
lected and styled with a view of produc- 
ing a complete and satisfying line for all 
household purposes. Rosewood handles are 
on all the knives and forks, as this wood 


retains its rich coloring and is less sub- | 
ject to shrinkage than other woods used 
on handles. These handles are similar in 
pattern, tasteful in design and free from 
stains. 


The knife illustrated is the ‘‘Krumbless 
Kutter” file edge bread knife, No 6s02. It 
has a genuine stainless steel blade with 
half tang securely fitted into the rosewood 
handle, with a high wax finish. The blade 
is secured with two nickel silver lock 
rivets. The edge of the blade is cut with 
fine saw or file teeth, cutting like a hand 
saw—both going and coming on the stroke. 
Each “Krumbless Kutter’ is packed in an 


¢ Fe © mon) 
/ 


/ 


individual envelope. Among the items in 
the line are butcher knives, cake turners, 
carver fork, grape fruit knife, ham slicer, 
household knife, kitchen knife, kitchen 


| slicer, midget carver and spatula. 
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An unusually effective window of cutlery by the Augusta Hardware Co., Augusta, Ga. 


Cutlery Now Enters a Season 
of Increased Sales 


EPTEMBER should usher in a season of greatly 
increased cutlery sales for the hardware merchant. 
For the next six months, seasonal events calculated 
to activate these sales follow closely one upon the other. 

With the advent of cooler weather the housewife is 
called upon to provide heavier meals, and the prepara 
tion of food for winter use will suggest new and better 
cutlery. 

The hunting season also has its many demands for 
this line of merchandise and both the veteran woodsman 
and the tenderfoot will need new equipment. The fall 
and winter season will quicken the urge to sew in the 
home and here again the hardware man has his oppor- 
tunity to present shears and other sewing needs. 

Hardware merchants can do a great deal to educate 
their customers in the care of cutlery by way of their 
local advertising. Tell them how to properly sharpen 
knives. There are several appliances on the market that 
make grinding and honing a simple process and will add 
to the sales of the department. Many men dread the duty 
of carving a fowl or roast simply because their carvers 
are dull. If they but knew how easy it is to carve with 
a really sharp knife they would have no such fears. 
Getting this into your advertisement is not a difficult 
thing to accomplish. A short paragraph will do it, and 
you make a sale of a good grinder or a new carving 
set or both. 

Make a special bid for this fall cutlery’ trade by an 
organized effort in the department. Tie up your window 


and cutlery department displays with well written ad- 
vertisements. This of course does not have to be a 
special advertisement just for cutlery alone, but incorpo- 
rate a cutlery section in your regular ad. If you are 
not using newspaper publicity for this purpose start now. 
It may be that your community is located in a place 
where newspaper advertising is less effective than direct 
mail advertising. In which case you should have a well 
checked mailing list in order to keep your cutlery <e- 
partment before your people. 

When it comes to displaying hunting cutlery, the hard- 
ware man has many advantages. The thought of hunt- 
ing itself quickens the prospects imagination to the buy- 
ing pitch as few other things will do. Most men will 
stop and look at a display of hunting equipment, and it 
is easy to construct a scene in the window, that will 
present the attractions of this outdoor activity. Autumn 
leaves are easily available and make about the best decor- 
ative material for such a window display. Obviously. 
guns, amunition and camp supplies will be the items in- 
cluded, but play up the cutlery well in the foreground. 
Every cutlery item that may be used on a hunting trip, 
from skinning knife to pocket knife should be repre- 
sented. 

When on the subject of window displays, why not 
plan a series of holiday windows to augment the sales of 
cutlery? Thanksgiving, Christmas, New Year, and the 
other holidays throughout the winter, to say nothing 0! 
birthdays and anniversaries are all days that may be 


Reading matter continued on page 78 
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A STARTLING 
ANNOUNCEMENT 


After months of Tireless 
Research and Experiment 


Russell Offers the Trade 

















Way have we waited 
... why have we experi- 
mented so long before 
putting colored handles 


on our kitchen ware? 







Read:—Russell is satis- 
fied only with quality in 
utility as well as appear- 


ance. 





Any number of treat- 
ments and materials were 









available for handles to 
these three brand new 
paring knives. All ofthem 


failed to measure up in 





lastingness and beauty. 


Now we offer you and offer the public Russite 
handles ... an attainment supreme in cutlery- 
dom. 

Non-inflammable . . . unaffected by water 
hard to break .. . that’s Russite. 


The beauty of these rich blue handles with 
their nickel silver rivets runs clear through... 


action... 







not merely surface deep. 























It is just what the trade, 






just what the consumer 


has been looking for. 





They willsell fast because 
of the color—blue which 





harmonizes with the great 





majority of kitchen deco- 






ration and equipment— 
they are the only really 






well made paring knives 


on the market. 







*The blades are stainless 
steel... specially ground 
as Russell so well knows 





how to grind. 


Money makers? Of course! The very goodness 






of their appearance will sell them... will keep 






right on selling them at the good price of fifty 





cents each ... with a splendid profit for you. 






Yoa ean sell them as a set packed in attractive 





display cartons or singly. Our discounts will 






surely interest you. Write for all the details. 














TURNERS FALLS . 


(JOHN -R-USSELL CUTLERY (Co. 





- MASSACHUSETTS 








Se 
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THE “BIG PROFIT” voweex 


Jobbers have multi- 
=, plied their 1928 sales 
ae in scissors and shears 

——— with this modern as- 
sortment of “IVORY- 
TONE” shears in its 
novel display cabi- 
net. Note retail offer. 





THE POPULAR 


50c 


SELLER 





This original and_prac- 
tical cabinet grips each 
Shear securely until re- 
leased by the purchaser. 
Ships perfectly. No. 7340 
Assortment contains 1 dozen famous Oval brand “Ivory- 
. lacquered (4 ea. pink, white, blue) shears, 6”, 7”, 
sizes. 


yap RETAILERS can place an original order for 
ONE CABINET to be billed through their 
Jobber. 


SALES PHOTOS FREE TO JOBBERS 


THE ACME SHEAR ©. 


100-800 Hicks Street 
BRIDGEPORT, CONNECTICUT 





Cabinet Assortment No. 7340 

















CHRADE ()AFETY 
Push Button Knife 


No Breaki. 
Ne Aen ing pf 


<< afety 
Lock 





Push the button and the blade opens auto- 

matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife--therefore safe, 
both conveniently done with one hand. 


TRADE FVERLASTINGLY SHARP MARI 


Manufactured exclusively by 


SCHRADE CUTLERY CO. Walden, N. Y. 


Also manufacturers of a complete line 
of Schrade regular type pocket knives. 


Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 








Cutlery Enters a Season of Increased 
Sales 


(Continued from page 76) 


counted upon for extra festivities in the average home. 
Advocate new cutlery among your customers. A large 
percentage of them really need it and if it is suggested 
and its merits pointed out to advantage there will be a 
ready response. 





The Cutlery Department of the Roanoke Hardware Co., Roanoke, Va. 


Then there are razors. Here again is an item that will 
sell more readily if the customer is educated in caring 
for it properly. There is a right and wrong way to hone 
a razor and the number of men who do not know how 
to hone a razor is surprising to say the least. Give them 
this information and see the readiness with which they 
will buy a new razor and a good hone. 

The average man can and will use an extra safety 
razor outfit if the idea is suggested to him. Traveling 
demands such an outfit, but many fail to think of it. 
There is another means of increasing the sale of safety 
razor blades. It is in making a memo of the name and 
address of a purchaser of a safety razor, and sending a 
reminder, along with other advertising matter, about 
four months later, suggesting a fresh stock of blades. 
Most men neglect the purchase of blades until the last 
minute. 


4 


Wax Fruit Helps Sales of Stainless Steel Items 


AYLOR HARDWARE CO., Sidney, Ohio, has a 

fine sales appeal in its method of displaying stainless 
steel cutlery. Wax grapefruit, lemons and oranges are 
put in the window or on a display table with several 
knives and forks of stainless steel partly injected into 
the wax pieces. The fruit has long life, is made very 
realistic today and presents the chief selling point of 
stainless steel in a most graphic manner. Try this in 
your next cutlery display. Taylor Hardware Co. has 
greatly increased its sale of stainless table ware and 
kitchen cutlery by this effective display idea. You can 
obtain the wax fruit in a local stationery or favor store. 


J. K. Donovan Heads Rubie Blade Corp. 


John K. Donovan is president of The Rubie Blade 
Corp., 237 Lafayette Street, New York City. This 
concern is marketing the “Rubie” safety razor blade 
which has been designed to fit the Gillette type of razor. 
Mr. Donovan was formerly connected with the Gillette 
Safety Razor Co., Boston, Mass. 


Reading matter continued on page 80 
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The New Royal Grinder has all of the 
latest improvements in construction 
and design. 


The enclosed gear grease tight and 
the vitrified corundum wheel make 
this grinder an attractive seller. 


Every home is a prospect for the New 
Royal Grinder, you should have some 
on display, it pays. 


New Royal No. 4 
finished in Royal 
Purple. 5 sizes. 


Write for new catalogue and prices. 


S. CHENEY & SON, Seneca St., Manlius, N. 














FREE DEAL! 


COUPONS MUST BE MAILED 
ON OR BEFORE SEPT. 15TH 


This coupon, if mailed as in- 
structed, brings you 2 50c strop- 
pers free with every dozen. Check 
also for window display. Dealers 
averaged 100 a day during test 
campaign in Philadelphia last 
spring. Arrange for a window in 
September and October. First ad 


WHEN THESE COLOR ADS APPEAR, 
MAKE SURE THE NEW ACE DISPLAY 
CARTON IS ON YOUR COUNTER 








appears September 10th. 





Full-page color ads appear in 
Liberty and True Story (approxi- 
mately 4,000,000 circulation) dur- 
ing September and October. Tie 
up with this advertising on the new 
50c Ace Razor Blade Stropper by 
putting this carton on your coun- 
ter and a few display cards in your 
window. 


Razor lade 
JS TROPPER. 





ACE HARDWARE MFG. CORP., 
12th and Hamilton Sts., Philadelphia. 


Kindly ship me through my jobber 
dozen Ace Razor Blade Stroppers, two free 
with every dozen. Also send me full window 
display {_) or just copies of the color ads in 
poster |_| mounted 
Name 
Address... 


S| ae ere 


Jobber’s Nam 
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everotain 


CARVER 
ASSORTMENT 


—=——r— 


Consists of six sets of Carvers, Stain- 
less Blades, Genuine Stag Horn and 
White Grained Celluloid Handles, 
packed in attractive cloth lined dis- 
play boxes. One complete assort- 
ment in a corrugated container. 


—,, 


Order One Assortment 
from Your Jobber 


The Ontario Knife Company 
Franklinville, N. Y. 











The Burns Bread Knife 
Cuts Like Wildfire 


















Double edged paring knife No. 112-S 





Pio 


maar VIROAAMA AHA SY 
dese BURNS Pat 
eTAINL ESS: BURNS Pat EDGE: > 
WL ga tne duly omen ened ey 


Grape fruit knife No. 110-S 











The Burns Mfg. Co., Syracuse, N. Y. 


“Patented serrated edged cutlery” 
Please write for catalogue and prices. 











Hawkins Hardware Co., Harrisburg, Va., uses this U-shaped 
case to display high grade cutlery. This class of merchandise 
is kept free from dust and handling in this way 


Ideas That Have Increased Cutlery 
Sales for Others 


BOUT fourteen years ago Frank Kozelka, Chicago 

hardware merchant was asked by a customer for a 
pair of “chicken” shears. That was the first Frank 
had ever heard of such an item, and he thought he was 
being “kidded,” but he found out through inquiry at his 
jobber’s that what the lady really meant was game 
shears, and that they were used in conjunction with the 
carving set, for dismembering fowl. He tried them out 
on his own table, with the result that he became an en- 
thusiast for them. Ordering a half dozen for stock, he 
allowed his enthusiasm to take its course. The half 
dozen game shears were sold in three days. He has heen 
boosting the shears ever since and now he buys by the 
gross. Last year he sold over 500 pairs at prices rang- 
ing in price from $1.65 to $6 or about $1,600 worth. 
Enthusiasm will sell cutlery—or anything else. 


Placing the Cutlery Case “‘Right About Face” 
Increased Sales for Lindquist 


E G. LINDQUIST, manager of the Christensen 
e Hardware Co., Chicago, increased the sale of his 
cutlery department 500 per cent largely by reversing the 
position of his U-shaped cutlery case. 

When a rearrangement of the store was effected some 
two years ago, the case faced the front of the store, s0 
that customers entering with a definite purpose in mind 
passed right by, toward the center of the store. Mr. 
Lindquist believed that if the case faced the rear of the 
store but still occupying space at the front, people would 
notice it when about to leave. It worked. Sales began 
to pick up. Almost every customer on leaving the store 
hesitated and many now made purchases who did not 
when the case was in the old place. This increase m 
sales encouraged more attention to cutlery in window 
displays with the inevitable good result. 


Show Respect for Cutlery Stock 


UTLERY is interesting to sell and respect for a 
piece of cutlery is very contagious. For instance, 
when showing a pocket knife, handle it carefully, avo! 
finger marking the blade, and your customer will have 4 
high regard for the knife too. 
A small piece of felt or velvet, pad shape, on the cut 


Reading matter continued on page 82 
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OS OD CHE CHIE IIE C9 CECE Cy CCI CIC OD 
The Greatest Grinder Value Ever Offered at the Price 


We have told you how the sales of the New Pike Handy Andy Too) 
Grinder more than doubled the first three months. That’s why hun- 
dreds of Dealers are now selling it. 


Compare these features with any other tool grinder retailing at any- 
where near the same low price. The 


PIKE HANDY ANDY 


is supplied with accurate, machine cut Helical Gears, smooth running, 
long wearing and noted for their even distribution of power. It has 
a Genuine Vitrified Pike Grinding Wheel, renowned for fast, cool 
cutting and long life. The finish is a Genuine Lacquer Enamel—a 
real auto body finish, attractive and durable. 





And it’s made in four sizes to meet every requirement for all around 
home use and shop work. The name PIKE is your guarantee of 
absolute satisfaction and a real profit. 


Sold by Leading Jobbers. If your Jobber cannot 
supply you—vwrite to us. 








pK - Pike Manufacturing Co., —_ Pike, New Hampshire, U.S.A. 








Get into the better cutlery business 


Give this fine assortment breathing ished, hand honed and really sharp. 
space on your counter and it will sell it- Stainless rivets of nickel silver. Solid, 
self. Here are just eleven of as fine onepiece handles of pure rosewood, oval 
quality cultery items as you or your cus- tapered to fit the hand. 


tomers ever saw. Get started toward higher levels and 
Blades are stainless steel, perfectly fin- greater profits. 
S The Right Knife 


for complete opening us to ship you 
4] stock. 11 items—only QO d an assortment 
7 dozen pieces all r er is 
within that sum. 
a 


together. 
Harrington Cutlery Company 
SOUTHBRIDGE, MASS. 






SINCE 1818 


DEXTER 
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Why the Gem Display Means 













SALES— 


Gem and Gem, Jr. 
take none of your 
selling time or effort. 
They occupy little 
space, and sell them- 
selves. 


Everybody likes these 
handy nail - clippers, 
because they trim the 
nails quickly and eas- 
ily. They keep right 
hands looking as well 
as left. 














The Only Nationally Advertised 
Nail - Clippers 

Copy appears regularly in The Saturday 
Evening Post, Collier’s and Judge. 
Transparent Du Pont ‘Cellophane’ keeps 
them bright, clean and sanitary. 
A sensible price—35 and 50 cents—every customer can buy them. 
Gem, Jr. can be carried on the watch-chain. 
Customers like the idea. And every sale is an extra sale—usually 
it’s on top of other sales on other articles. 

Get these extra sales. Your 

jobber has the Gem display. 


THE H. C. COOK CO., Ansonia, Conn. 














R. MURPHY’S STAY-SHARP KNIVES 


This cut suggests a few—our — lists all Knives to make 
ti 


your Knife business most profitable. Send for it? 
Robert Murphy’s Sons Co., Ayer, Mass. 











The ™¥O@S> 
POCKET KNIFE 


Single Blade, Screw 
Driver and_ Bottle 
Opener, also Cork 
Screw. Pearl or Gold 


Mounting. Good value. 


Please order from our 


Sales Representative 


John H. Graham & Co., Inc. 
113 Chambers St. 
New York City 











The =-Yoos> 9.161 Porter St., New Haven, Conn. 














lery case adds a dignity to your presentation of the 
merchandise, and aids greatly in convincing the customer 
that there is a vast difference between good cutlery and 
just cutlery. : 


Cutlery is often called “personal” merchan. 
dise. When a customer buys something that 
gives satisfaction every day over a long period 
of time, he is apt to think favorably about the 
store where he bought it. 








Cutlery that requires to be kept under cover of glass to preserve 
its appearance is placed in these cases by the Lima Hardware 
Co., Lima, Ohio 


How Delbon Stimulates Cutlery Sales 


C. DELBON, New York City, knows his cutlery, 

e and knows that it will respond to any effort to sell 

it. Here are a few of his methods: Avoid division of 

selling effort and keep one man, who knows cutlery, in 
charge of the cutlery department. 

Make regular use of dealer’s helps supplied by the 
manufacturers, both in window and interior displays 
and in connection with the company’s direct-by-mail 
circularizing. 

Having an eye to the “extra sale.” If a woman wants 
a pair of scissors, the purchase of other sizes for specific 
purposes is suggested. 

Use the grinding department as a means of pushing 
cutlery sales. When a knife, razor or pair of shears are 
returned, it is always in a special envelope, bearing the 
name Delbon and pointing out that high grade cutlery 
can be bought there. 


ON AMI will be found very useful in the cutlery 

department, especially if there are stainless steel 
pieces in the case. The usual bright and shining appeat- 
ance of this steel is often spoiled by a grease smudge. 
No matter how large or small the stain may be, the at- 
tractivity of the item is lessened. 

Use a little Bon Ami with a damp cloth to remove such 
smudges. It will not scratch the steel, but will remove 
all traces of the stain. 

A piece of chamois is also handy in the cutlery de- 
partment, as it will shine up all kinds of cutlery items. 


Reading matter continued on page 84 
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Here Are Secrets of Better Razor Blade 
Profits for the Hardware Dealer 


(Use in a Gillette 
Type Holder) | Gives Your 












The Wide Bevel yj: Customers 
e Wide Beve 

Double Edge oa or Poa 
Stays Sharp ) ade 


Costs Less Per Shave 
and Always Satisfies the 
User. 


and lasts for 
Several Shaves 








—Does not crack when “7 
Tightening in Holder | 








Your customer will come back for more Radium Blades after he tries them. He will get 
shaving satisfaction and that means more blade sales for you. Radium Blades are made 
of Swedish razor steel finished on Roth patented machines. 


Made by OTTO ROTH, Inc., the Radium Cutlers, Newark, N. J. 


Distributed in U. S. by 


Wiebusch & Hilger, Ltd., 106-110 Latepette St., New York 
Send for FREE Samples and Mention Jobber’s Name 











J. A. Henckels Twin % BRAND 
TWIN WORKS SOLINCEN CERMANY 


Below is pictured a mere suggestion of the more than 23,800 
items made by the famous Twin Works of Solingen. 


TWIN BRAND GRAEF & SCHMIDT Inc., Wholesale Distributors (%"ou"th Av. 
Reg. U.S. Pat 
















er 


ES aR eh SO Da 
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Colle ge Gir ls are good customers 
of FOSTER-FARRAR 


Students at Smith College make many purchases 
at this Northampton, Mass., hardware store. The 
company finds that they are easy to satisfy, ready 
to recommend and quick to settle their obligations. 


TUDENT trade is well worth cultivating by any 
. retail hardware dealer located in a college or prep 

school town. These boys and girls, as we call them, 
in reality are young men and women who know what 
they want in hardware and why they want it and are 
worth cultivating for many reasons. Their purchases of 
hardware are frequent and they are living advertise- 
ments for the store at which they trade. They do not 
hesitate to recommend the place that “treats you right” 
and in most instances, their credit is good. 

Up in Northampton, Mass., directly across the street 
from the entrance to Smith College, which is the largest 
women’s resident college in the United States, is The 
Foster-Farrar Co. Purchases made by the 2000 students 
who reside in Northampton from September to June at 
this progressive, prosperous retail hardware store, com- 
prise about 40 per cent of the firm’s business. These 
sales are all of the over-the-counter variety and are for 


merchandise from many departments of the store. 

At the beginning of the college year the rush on the 
l‘oster-Farrar Co. starts. Girls need lacquer to do-over 
their dormitory furniture. They want picture wire for 
summer photos, new curtain rods and perhaps an elec- 
tric iron may have burned out during vacation time and 
another is needed. Of course glue, hammers, nails, 
screw drivers and the like are in demand by the girl 
amateur carpenters who want to repair a book case or 
a desk. At party and “prom” time, crepe paper, tacks, 
floor wax and other necessities are sold to the girls in 
large quantities. 

Many students go from building to building on the 
large Smith campus on bicycles. Some roller skate and 
the sales and repair bills on these items are very profitable 
for the company. Electrical goods and appliances, 
kitchen ware, cutlery and sporting goods are sold in 
large quantities to the students during the college year. 

The Foster-Farrar Co. is by no 











means entirely dependent on the stu- 
dents for their volume of sales. Stu- 
dent trade is a most important part, 
but resident trade is also sought after 
and secured. The company has an un- 
usually large kitchenware department 
which contains a well arranged stock 
of agate, tin and porcelain ware. 
Garden tools, paints and builders hard- 
ware also enjoy good volume. 

Builders’ hardware is a profitable 
line for this company which has 
equipped many of the college buildings, 
homes and store buildings in North- 
ampton with quality hardware. 
Through progressive merchandising 
plans and policies the company’s busi- 
ness has increased rapidly in the last 
few years. Surplus stock has been 
moved to the second floor where it is 
on display. 

On the main sales floor new display 
fixtures have recently been installed, 
and two fine show windows have re- 
placed the old wood-framed windows 
which had served the firm for years. 

“We find the students of the college 
to be very good customers,” says 
Charles A. Foster, treasurer of tne 
company. “They are easy to satisfy. 
ready to recommend and when credit 
is extended, quick to settle their bills.” 
What better type of customers could be 
desired ? 








Reading matter continued on page 86 
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OUT 


Hundreds of 
Your Customers 
Buy 


BOTTLE 
CAPS / 


Elsewhere. 





EXTRA SALES! 


HIS SPECIAL OFFER will prove the existence of PYRAMID BOTTLE CAPS—a Crown Cork and Seal 
a ready market and the immense volume of Bottle product—are better. They are made of selected materials 
Cap Sales. Easy profits are waiting for the Dealer who on special automatic Machinery—not touched by human 
will display the right kind of Bottle Caps. hands. Do not confuse Pyramids with bottle caps of 


The TRY-OUT OUTFIT offered enables you to supply ordinary quality. 
the demand with 
QUICK TURNOVER —NO RISK meet the growing demand for-Bottle Caps that will stand 
every test of cleanliness, sanitation and sealing qualities. 
The TRY-OUT OUTFIT contains an assortment of : 
t Every Cap is perfect. 
small 10¢ Packages and large 25¢ Packages—total retail 


value $3.30. PYRAMID BOTTLE CAPS are sold only in / 


The shipping display case when opened is its own atten- sealed packages for the protection of the user. 
tion-getting Floor, Window or Counter Salesman. Pyramid Bottle Caps are never sold in bulk. his, 
The Pyramid TRY-OUT OUTFIT will open up for you a new, highly S/ 4 


/ 


profitable source of sales. It is offered at a special price so that you SZ 
may prove to yourself the advantages of handling Pyramid Bottle Caps. 


Pyramids in regular standard packing afford the retailer 
the customary margin of profit. 


TRY-OUT OUTFIT » —- 

















-— Cash With Order Postpaid 


—— REGULAR PRICE $3.00 
: Address 


i 
CROWN CORK & SEAL CO. / °/ 
ORIGINAL MANUFACTURERS a 
BALTIMORE : MARYLAND i 
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off th® Nail Ke 


Little yarns that others have laughed 





over culled from various sources. 


contemporary puts it: 
have been copied, the rest will be.” 


“Some of them \ 











Asa 








In a small Southern town a justice of 
the peace who is very popular with the 
colored folk had just married a couple. 
The groom made inquiry as to the fee 
and the J. P. replied it would be a dollar. 

“A dollah? Pahson, yo’ don’t mean tell 
me yo’ is gwine chahge me a dollah jes’ 
fo’ sayin’ dem few words when Ah works 
all day fo’ dat much?” 

“Why, yes,” replied J. P. “That kiss 
you just got was worth that much.” 

“Well, jes’ he’p yo’se’f, pahson, jes’ 
he’p yo’se’f!” 


Umpire: “Boy, that’s certainly some 


tear you gave your britches when you slid | 


to third.” 

Rastus: “Suah is. Came mighty near 
havin’ to call dis game off ’counta dawk- 
ness.” 


Wife—“I notice that you cut an article 
on ‘How to Live to be a Hundred’ out of 
the magazine. Why did you do that?” 

Hub—“I was afraid your mother might 
read it.” 





An old Negro, when brought before the 
judge, was asked if he were the de- 
fendant. 

Pointing to his attorney, he said: “Dah’s 
de defen-ant. I’s de gent-man what stole 
de chickens.” 





Doctor (to fair patient)—“You cer- 
tainly have acute appendicitis.” 

Fair Patient—“Oh, doctor, you flatter 
me.” 


A little fellow left in charge of his 
tiny brother called out: “Mother, won't 
you please speak to baby? He's sitting 
on the flypaper and there’s a lot of flies 
waiting to get on.” 





Will—“What’s become of the pet wood- 
pecker you used to have?” 

Bill—“I sold him to an antique furni- 
ture dealer, and he’s got the poor thing 
working 18 hours a day making worm 
holes in tables.” 


A jealous wife was running down a 
pretty girl. 

“Well, anyhow,” her husband said, “she 
dresses like a lady.” 

“Explain yourself!” shrieked his wife. 
“When and where have you seen her 
dressing ?” 
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Baby: “Glugg—rromph!” 

Bacheior (left alone to amuse the baby) : 
“T beg your pardon.” 

Baby: “Broomph—oogh !” 

Bachelor: ‘“Er—spell it, please.” 





It had always been Sam’s ambition to 
own a fur coat, and after years of skimp- 
ing he had achieved it. On the first day 
of its possession, as he was strutting down 
the street, a friend approached him. 

“Mo’nin’, Sam,” the friend remarked, 
his teeth chattering from the wintry blasts. 
“Pretty col’ day, ain’t she?” 

Sam lifted his chin haughtily from the 
depths of his huge fur collar. 

“Ah really kain’t tell ’baut the weather,” 
he replied carelessly. ‘‘Ah ain’t looked 
at de paper today.” 





“You'd never think this street used to 
be a cowpath, would you?” 

“Oh, I don’t know; look at all the calves 
on it.” 








“I understand your wife thought of tak- 
ing up law before she married you.” 

“That’s right. But now she’s content 
just to lay it down.” 





Teacher—“Jimmy, define and give an 
example of heredity.” 

Jimmy—“It means that—that—that if 
your grandfather didn’t have no children, 
your father wouldn’t have none, either— 
and neither would you.” 





Hostess (trying desperately to keep the 
conversation going)—“Did you ever hear 
the joke about the curio dealer who had 
two skulls of Columbus—one when he was 
a boy and the other when he was a man?” 

Guest—“No, I don’t think I have. What 
is it?” 





Counsel: “The cross-examination didn’t 
seem to worry you. Have you had any 
experience in that line?” 

Client: “Married three times.” 





“Come, come, you shouldn’t refuse te 
loan me money. One friend should al- 
ways be willing to help the other.” 

“Yeah, that’s right, but you always in- 
sist on being the other.” 





Teacher: “Give the principal parts of 
the verb ‘swim’.” 

Johnny: “Swim, swam, swum.” 

Teacher: “Good! Now give the princi- 
pal parts of the verb ‘dim’.” 

Johnny: “Aw, quit yer kiddin’.” 





He—‘Do you believe that kissing is un- 
healthy ?” 

She—“T couldn’t say—I’ve never—” 

He—“Never been kissed?” 

She—“I’ve never been sick.” 








Film Magnate entering studio and star- 
ing at a small figure in costume: 

“Who's that?” 

Director: “Why, that’s Napoleon.” 

Magnate: “Why not a big man for such 
an important part? Huh?” 





He—“There are two sides to every ques- 
tion.” 

She—“Yes, but there are two sides to 
a sheet of fly paper, but it makes a big 
difference to the fly which side he chooses.” 
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PIU MY ERS fell oiling 


Home 
| WaterSystem 


Perfect customer satis- 
faction— 























Perfectly satisfactory profits 
for you— 


This new Myers Self-Oiling Shal- 
low Well Residence Water System is 
ready to serve your trade with better 
water facilities than ever before and at 
the same time open up new markets 
which are almost certain to increase 
your water system business. 





























AT 40 POUNDS RRE® 


The picture tells the story— 


The completeness, simplicity and effi- 
ciency of this new Myers Water Sys- 
tem are the result of untiring efforts on 
the part of our pump experts to meet 
the universal demand for dependable 
low cost water service. No matter how 
exacting your customers may be, this 
splendid new Myers Water System will 
meet their needs. 





Self-oiling, self-starting, self-stopping, com- 
plete automatic control with air bound or 
water logged tanks eliminated—capacities 250 
or 300 gallons per hour, sufficient for homes, 
cottages, farms and similar installations—com- 
plete ready to connect to power and water 
lines—operation by any current—and 
reduced prices as a final attractive fea- 
ture—it is of importance to every 
dealer, plumber or pump man to im- 
mediately investigate this and the many 
other styles of new and refined Myers 
Water Systems which appear for the 
first time in the new Myers Catalog 
No. 61. 


Now is the time for action. If you are 
a Myers dealer and have not as yet re- 
ceived a copy of our new catalog—be 
on the lookout for it—it should reach 
you within a few days. If you are not 
a Myers dealer, ask for this catalog 
with information and prices. 

Write or wire. 


THE F.EMYERS & BRO.ce: 


ASHLAND, OHIO 
ASHLAND PUMP AND HAY TOOLWORKS 


PUMPS - WATER SYSTEMS - HAY TOOLS - DOOR HANGERS 
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Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
CoNnvENTION, Atlantic City, N. J., Oct. 15, 16, 17, 18, 
1928. Headquarters, Hotel Marlborough-Blenheim. 
Charles F. Rockwell, secretary, 342 Madison Avenue, 
New York City. 


ItLINois RetaiL HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Hotel Sherman, Chicago, III. 
Feb. 12,°13 and 14, 1929. P. M. Mulliken, managing 
director, Elgin, Ill. 


MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Feb. 19, 20, 21, 22, 1929. Place to be de- 
cided later. Chas. H. Casey, manager-treasurer, Nicollet 
at Twenty-fourth Street, Minneapolis. 


THE Mountain STATES HARDWARE AND IMPLEMENT 
AssociIATION CONVENTION, Denver, Colo., Jan. 15, 16 
and 17, 1929. Headquarters to be announced later. W. 
W. McAllister, secretary-treasurer, P. O. Box 513, 
Boulder, Colo. 


NATIONAL HARDWARE ASSOCIATION CONVENTION, 
Atlantic City, N. J., Oct. 15, 16, 17, 18, 1928. Head- 
quarters, Hotel Marlborough-Blenheim. George A. 
Fernley, secretary-treasurer, 505 Arch Street, Phila- 
delphia, Pa. 

NATIONAL House FuRNISHING MANUFACTURERS 


AssociaTION CONVENTION, Stevens Hotel, Chicago, IIl., 
Jan. 14, 15, 16, 17, 18, 19, 1929. Warren Edwards, 
secretary, 189 W. Madison Street, Chicago, III. 








Safe to Sell — Safe to Use 


When you sell the Turner Master No. 45 
Blotorch you make a good profit and a satis- 
It has proven SAFE on every 


fied customer. 
job for every user. 


An automatic safety valve positively prevents 
No flare- 
The 


any overpressure and explosion. 
backs—no leaks—no danger whatever. 
flame in the 


TURNER *“"" BLOTORCH 


is always under control—it cannot go wrong 
The special construction 
of this torch insures perfect combustion and a 
flame 400 degrees hotter than other blotorches. 


or be blown out. 


Heat counts. 


NortH Dakota Retatt HARDWARE ASSOCIATION 
CONVENTION AND ExHIBITION, Feb. 12, 13, 14, 1929. 
Place of meeting to be decided later. C. N. Barnes, 
secretary, Grand Forks. 


Outro HarpWwarRE ASSOCIATION CONVENTION AND 
ExutBiTIon, Cincinnati, Ohio, Feb. 19, 20, 21, 22, 1929. 
James B. Carson, secretary, 315 Mutual Home Bldg., 
Dayton. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INC. CONVENTION AND EXHIBITION, 
Commercial Museum, Philadelphia, Feb. 12, 13, 14, 15, 
1929. Sharon E. Jones, secretary, 610 Wesley Building, 
Philadelphia. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION AND EXHIBITION, Commercial Museum, 
Philadelphia, Pa., Feb. 12, 13, 14, 115, 1929. Sharon E. 
Jones, secretary, 610 Wesley Building, Philadelphia. 

SoutH Daxota RetTait HARDWARE ASSOCIATION 
ConvENTION, Sioux Falls, Feb. 5, 6, 7, 1929. Chas. 
H. Casey, manager, Nicollet at Twenty-fourth Street, 
Minneapolis, Minn. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION, composed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibition in Atlanta, 
Ga., May 14, 15 and 16, 1929. Walter Harlan, secre- 
tary-treasurer, 701 Grand Theater Bldg., Atlanta, Ga. 


West VirGINIA HarpwareE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Fairmont, Jan. 22, 23, 24, 1929. 
James B. Carson, secretary, 315 Mutual Home Bldg., 
Dayton, Ohio. 





Absolutely Safe 
Burns 
Kerosene 







or 


Gasoline 


TURNER MASTER No. 45 


has more exclusive advantages than any com- 
petitor. 
400° Greater Heat 
Perfect Safety 
Absolute Flame Control 


Your — or Supply House has the Turner Master 
No. 45 or will get it, if you insist. 


Burns the lowest grade kerosene or gasoline and is fearlessly 


guaranteed to be exactly as represented. It has eleven exclusive 
features which make it the best seller on the market and every 
part is built to last. You cannot recommend it too highly. 429 at ‘Ternen Sycamore, Iil. 
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: The Now Bettor Bisse ll j 
» With Hilo Brush Control | 


a : ae | SE es vigorous, con- 

i vincing, Show Card 

will help you sell more 

| sweepers this year. It 
is 19x25 inches. Sent 
on request. 





Sweeps Everything 


from heaviest rugs jj 






CARPET SWEEPER CO., GRAND RAPIDS, MICH. 
Carpet Sweeper 


New York Office and Export Dept. 
46 West Broadway, New York, N- Y. 


The Easier Way to Sell 


Hardware dealers everywhere are finding that “REVOLVO” Selling Equipment will solve their 
merchandising problems. “REVOLVO” is a producer of attractive displays, conserver of space, 
systematizer of stock and actual impetus to sales. It brings many feet of shelving and many 
compartments right to your finger tips, increases your profits and lessens your labor. 


No. ae is — 

An attractive display ac- for, bolts, fittings an 
commodating many sizes or oad Penasco = 
numbers of nails, brads, bolts, volving independently 
fittings or other merchandise. either way on bail 
No. NBC-240 is a seven foot bearings. Shipped ready 
counter which displays and to use with 120 ad- 
sells. Frame and cabinets are justable compartments. 
all steel, electric welded. Each Drawer unit gan be 
cabinet has three sections of pecs in any section. 
xtra sections or less 


four compartments making a thai tet can (Bec -kae: 

total of 24 compartments, each nished. Occupies circu- 

with a capacity of 120 lbs. lar floor space 28-in. 
“REVOLVO” makes every diameter. 

square foot pay. Counter is 

used for weighing, displaying, eae 
wrapping and serving. 


NO. NBC-240 NAIL BIN COUNTER No. 25-B has five 
revolving sections. 
he, Twenty-five com- 
You cannot afford to be without the conveniences and necessities that a. sess 
“REVOLVO” will bring to you. The result of years experience in designing pee _ "tte tee 
and manufacturing has proved useful and profitable to thousands of of nails, brads, fit- 
users. It will benefit you. Write today for information about “REVOLVO” tings or other mer- 
; . chandise. Occupies 
steel selling equipment. a cizvealar fear 
space of only 48 in. 

diameter. 


‘ NO. 25B 
235 W. SECOND STREET, WELLSTON, OHIO, U. S. A. NAIL BIN 
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Details That Count 


in Lawn Mower Construction 
A Cutting Knife 
of Imported Steel 





HERCULES 





Sheffield Steel Cutting Knife 
Hiyatt Roller Bearing Wheels 
Steel Wheel Shafts 

Timken Roller Bearing Cylinder 
Five Drawcut Blades 

Dust Proof Oil Cups 
Interchangeable Parts 


An extraordinary feature of Hercules, 
Pilgrim and Automatic 11-5 Lawn Mow- 
ers is a stationary cutting knife made 
from Sheffield steel. This assures greater 
hardness, toughness and durability. 


Yet it is only one of the many advantages 
offered by Blair Lawn Mowers . . . ad- 
vantages that make friends of customers 

. advantages that more than justify 
the slightly higher cost with its generous 
trade margin. 





The new Blair catalog describes these 
advantages in detail. It is a souvenir edi- 
tion marking the fiftieth anniversary of 
the manufacture of Blair Lawn Mowers. 
May we send you one of these attractive 
booklets and the name of our nearest 
jobber ? 


Blair Manufacturing Co. 
Established 1879 


Springfield, Mass. 


BLAIR 


LAWN MOWERS 
ee em 
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A New Kind of Merger 


(Continued from page 45) 
Then Starts Price Cutting 


This, however, would not have been so bad but for 
another circumstance that developed in the trade. Cer- 
tain chain stores, mutual buying clubs, and even a few 
full fledged service jobbers, decided they would cut the 
prices on these well known, nationally advertised patent 
medicines and by these cuts in prices attract a larger 
share of trade, so they offered the goods at a price as 
low as 10 per cent off the regular price. In order to 
meet this price, the jobber with a cost of doing busi- 
ness of 15 per cent was expected to sell these patent 
medicines on a gross profit of 5 per cent; in other words, 
losing 10 per cent on every transaction. Now just stop 
and think that this situation existed when 50 per cent 
of the sales of the average wholesaler and retailer con- 
sisted of this class of goods. If either the wholesaler 
or retailer made any money out of this business, he 
would have to make it out of thé other 50 per cent. 


The Mutual Cooperative Jobber 


Then what happened? Independent retailers, in their 
natural effort to compete with chain stores who bought 
at the same prices as jobbers formed buying clubs. These 
associations are called “Mutuals.” They of course found 
manufacturers who would sell them direct, so these in- 
dependent retailers bought these staple goods and best 
sellers from their own mutual jobbing houses, and this, 
of course, cut down the volume of sales of the complete 
service jobber, and as a result of this reduction in his 
sales, even if the goods were not profitable on account 
of overhead, his cost of doing business advanced. 

The wholesale drug houses of the United States on 
account of these conditions, which I have roughly out- 
lined above, are having a very hard time making a satis- 
factory profit. 


The Objects of This Amalgamation 


First of all, this powerful amalgamation of jobbers 
will have the idea of doing everything within their power 
to help the independent retail druggist in his effort to 
compete profitably with chain stores. These jobbers 
believe that with the concentration of their buying 
power, with great care in selecting their lines, and with 
the many economies they could put into effect, they could 
serve the retail merchants better than before. These 
jobbers realize that the entire structure of their busi- 
ness rests upon the success of the independent retail 
druggists who are their customers. Realizing this, they 
will use the very best merchandising brains to be had 
in the country to help their retail customers prosper. 


Only Profitable Lines Are Interesting 


The next idea is that they can buy better and save 
much waste by concentrating all of their efforts on 
certain lines of goods. They do not propose to waste 
their time on unprofitable lines. They propose to con- 
centrate and push lines that will pay them a fair and 
reasonable profit above the cost of doing business. 
Where their territories overlap, they will change their 
salesmen so that one house in this merger will not be 
competing with another house. Each house will be 
expected to take care of the business in its own particu- 
lar territory. This straightening out of the routes of the 
salesmen will, of course, lead to economies. 

The lines of goods carried by this merchant will all 
be advertised nationally through their own advertising 
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agency in New York. There will not be scattered and | 
wasted effort in advertising. The advertising plan will | 
be thought out carefully and carried through to a logical | 
finish. | 
Plans for Economical Distribution | 


It is believed that manufacturers wishing to cover | 
the entire trade of the United States thoroughly and | 
quickly will find it to their interests to make arrange- | 
ments with this merger, who will have a sales force of | 
some 500 salesmen calling daily upon the retail trade. 
If these salesmen will call upon an average of ten 
dealers every day, which is not unusual in the drug 
trade, then 5000 retail merchants will be contacted by 
the salesmen of this merger every working day. As 
there are about 60,000 retail drug stores in the United 
States, this should mean that this merger, through their 
salesmen, will contact every retail drug dealer in the 
United States once in two weeks. This, of course, will | 
strike anyone who is interested in plans of distribution 

There are of course many other economies that can be 
made—standardized catalogs, standardized sales letters 
to salesmen, standardized Sales Manager, standardized | 
employment, etc. 

Only One Central Laboratory 

Another important saving, peculiar to the drug trade, 
will be laboratories. Where in the past the majority of 
these houses had their own laboratories, in future, there 
will be one central and very complete laboratory that 
will do all of the laboratory and research work for the 
entire organization. 

This line of wholesale houses will, of course, continue 
to push their own lines and brands. These lines will be 
price protected, insuring a fair profit to both the whole- 
saler and the retailer. Retailers are expected to eagerly 
back tt against nationally advertised competitive products, 
the manufacturers of which are indifferent whether the 
retailer makes a profit or no profit. 








A War Against Price Cutters | 


They state that a large percentage of the indepen- | 
dent retailers of the United States are now in a state | 
of war against price cutting, and are in the mood to | 
seize upon any line of merchandise backed by strong | 
and responsible hands, which will protect them against | 
price cutters and will assure them of a continuance of | 
profit. It is felt by these jobbers that thousands of | 
independent retailers, who have been selling goods with- 
out any profit for manufacturers who were indifferent 
to their interests, will put their entire strength back of 
this line, in which they see the possibility of making a 
living profit. 


How About the Sherman Law? 

In regard to the Sherman Law, the following state- 
ments are made: If anybody breaks the traces and 
starts cutting on the goods made by the merger, the 
salesman can cut them off and the Federal Trade Com- 
mission cannot do a thing about it, because there is no 
triangle in the transaction—no manufacturer, whole- 
saler, retailer conspiracy. There are only two parties 
to this deal—the wholesaler, who is also the manu fac- | 
turer, and the retailer. | 

No supplies can be obtained surreptitiously from any | 
scalper, gyp or other unorthodox source, because the | 
wholesaler being interested in maintaining the price of | 
his own product, will not sell to any retailer outside of | 
his own territory and this retailer his salesman can watch. 


Planning by Experts at the Top 


| 
| 
There will also, of course, in such a combination, be | 
a great saving in the personnel in each of the various | 

























Your Customers 


with nice homes 
want better ventilators 



















Wurldobest Ventilators 


are an ornament to any home 






INISHED in beautiful Olive Green 
baked enamel. 
Practically indestructible because made 
of pressed sheet steel with 18 mesh cop- 
per bronze screen securely built in. 










They ventilate without draft and keep out 
rain, snow and wind—80% dust and dirt 
proof. 

Sash may raised or lowered just as if the 
ventilator were not in the window. 


Installed in a few mihutes by anyone. 


Three popular home sizes to fit windows 
15 to 36 inches wide, to retail at $2.50 to 
$3.50. 


See our advertisement in September 10th 

issue of Liberty Magazine. Attractive 

5 Color Display Stand (FREE) with ; 
initial order. This stand accommodates 

a No. 3 size ventilator. 


The margin allows dealers a generous 
profit. 


If your Jobber cannot supply you— 
write to us. 






















Jobbers—Send for our proposition. 






Allweather Ventilator Company, Inc. 
452 Lexington Ave. New York City 
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S6GISTERED US. PATENT OFFICE 


WEATHERSTRIP 
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TheTwo Best Selling Packages 


NO. 25 HEAVYBILT 


10 feet to a package 
to retail at 10c 


NO. 75 EXTRA 
HEAVYBILT 


20 feet to a package 
to retail at 25c 


Dealers can be supplied by the following 
wholesale distributors: 


F. E. Fowler Co., New Haven, Conn 
Eagle Paper Co., Hartford, Conn. 

L. Gould & Co., Chicago, II. 

Butler Brotuers, Chicago, Il. 
Barrett Hardware €o., Joliet, Il 
Schafer Co., Decatur, Ind. 
Weiss-Muessel Co., South Bend, Ini. 


Knepp & Spencer Co., Sioux City, Ia. 
Blish, Mize & Silliman Hdwe. Co., 


Atchison, Kans. 
Dunham-Hanson Co., Bangor, Me. 
Emery-Waterhouse Co., Portland, Me 


American Wholesale Corp., Baltimore, 
Md. 


Carlin & Fulton Co., Baltimore. Md. 
John Duer & Sons, Inc., Baltimore. Mi! 


Decatur & Hopkins Co., Boston, Mass 
Shepard, Clark Co., Boston, Mass. 
8. Simons Hardware Co., Boston, Mass 


8S. Kapstein & Co., Boston, Mass. 

Waite Hardware Co., Worcester. Mass 

Foster-Stevens & (Co., Grand Rapids, 
ich. 


Farwell, Ozmun, Kirk & Co., St. Paul, 
Minn. 


G. Sommers & Co., St. Paul, Minn. 

Butler Brothers, Minneapolis, Minn. 

Butler Brothers, St. Louis. Mo. 

Thompson & Hoague Co., Concord, 
N. H. 


C. A. Seitel, Inc., Newark, N. J. 
Chas. J. Smith & Co., Jersey City, 
N. J 


J. & J. Doran. Albany, N. Y. 

Weod & Company, Buffalo, N. Y. 

Mathews & Boucher, Rochester. N. Y 

Weed & Company, Rochester, N. Y. 

W. L. Blumberg Co., New York, N. Y 

Wm. Goldenblum & Co.. New York, 
N. Y. 


Masback Hardware (o.. New York 
_ 


Underhill Clinch & (Co.. New York, 
N. Y. 


National Woodenware Co.. New York, 
_ i A 

Armstrong Hardware Co.. New York, 
oe A 

Lake Erie Hariware (o., Cleveland, 
Ohio 


Canton Hardware Co., Canton, Ohio 


Kruse & Bahimann Hardware Co., Cin- 
cinnati, Ohio 


W. W. Welliver Hardware Co., Dan- 
ville, Pa. 


L. Brody & Co., Philadelphia, Pa. 


Chas. M. Ghriskey’s Sons, Philadel- 
phia, Pa. 


C. B. Porter Co., Philadelphia, Pa. 
E. J. McAleer & Co., Philadelphia, Pa. 


Seltzer-Klahr Hardware Co., Philadel- 
phia. Pa. 


American Hardware & Supply Co., 
Pittsburgh, Pa. 


Logan-Gregg Hardware Co., Pittsburgh, 
Pa. 


J. A. Williams & Co., Pittsburgh. Pa. 
Lackawanna Hardware Co., Scranton, 
Pa. 


C. Morgan’s Sons, Wilkes-Barre, Pa. 
White Hardware Co., Wilkes-Barre, 
Pa. 


Ballou. Johnson & Nichols Co., Provi- 
dence, R. I. 


True & Blanchard Co., Inc., Newport, 
Vt. 


CANADA 
Emerson & Fisher. Ltd., St. Johns, 
N. B. 
Frothingham-Starke-Seybold, Ltd., Mon- 
treal, Que. 
W. Walker & Sons. Ltd., Toronto. Ont. 
Walter Woods, Ltd., Winnipeg, Man 


EXPORT 
John H. Graham’ & Co., New York, 
ie 4 


We also manufacture 


FLEXOMOLD 


Flexible Mouldingstrip 


Rubber covered, incased with a wool filler and a copper wire. 
On display reels of 500 feet, 100 feet, 40 feet boxes. 


WRITE US FOR SAMPLES 


THERMWOOL PRODUCTS CO., INC. 
519 Broadway, New York, N. Y. 





—— 





jobbing houses. Plans and policies and lines of goods 
will all be decided by a committee at the top. When 
these plans are fixed, then the work in the various houses 
will largely be of a routine nature. It will not bea 
case of a large number of executives chewing the ends 
of their pencils and deciding whether they will or will 
not add a line of goods. 


One of the leading drug trade journals, in commenting 
upon this merger, writes an editorial as follows: 


Wuy THE WHOLESALE MERGER? 


In consolidating their forces to more effectively cope 
with the demoralizing conditions which are putting a blight 
upon the independent retail druggist, upon whose con- 
tinuance in business they depend, the 15 wholesalers who 
have joined McKesson & Robbins in a $100,000,000 merger, 
have displayed courage as well as intelligence. 

It would be absurd to think that the wholesaler should 
stand idly by forever and see his customers slowly suffo- 
cated to death by the ever-encroaching vapors of the 
organized price cutter without putting up an aggressive 
fight to protect him. 

In the interest of the manufacturer it is essential that 
both wholesaler and retailer shall survive. 


Once these two vital agencies are gone, the machinery of 
distribution collapses per se. 

With the machinery of distribution collapsed, volume 
for the manufacturer, automatically will disappear, and a 
large share of his present profits ditto. 


To the vast majority of manufacturers the cost of re- 
placing this machine with individual effort or some new 
type of agency would be prohibitive. 

If the wholesaler is to live, his independent retail cus- 
tomers who keep the life fluids of the manufacturer nour- 
ished must live, too. 

Obviously, they cannot live on dried bones and the culls 
of devitaminized- wheat shells. 

In meeting this situation as they have, the executives of 
the 15 wholesale houses who have united in the consoli- 
dation described elsewhere in this special issue of Drug 
Trade News are doing the logical and sane thing for them 
to do in the circumstances. confronting them. 

Everybody else is organizing, and through combination 
of their assets and energies equipping themselves to meet 
new conditions. Why not the wholesaler? 

To the strong flows power. 

To the weak goes the shroud and hemlock. 

Now there will be a more equitable distribution of the 

’ glories of God and the equities of humanity. 

Through this consolidation the 15 wholesalers will now 
command respect for the independent retailers of the 
United States who give to the manufacturer his widest 
and most universal distribution. The plan will stimulate 
sales. 

Of late the independent has had no spokesman strong 
enough to obtain respect for any of his heartaches or 
distresses. 

For almost a year the world has forgotten it owed him 
anything in the glamor cf chain store growth. 

The chain has had the stage unto itself and obsessed us 
with the thought that there was no one else on earth 
deserving of consideration. 

To the manufacturers the ascendency of the chain con- 
jures dreams that are not congenial. 

The independent is more important, because the inde- 
pendent provides mcre ccntact with the consumer and 
gives more access to the manufacturers’ products. 

The logical protector of the independent is the wholesaler. 

Through organization, the wholesaler will be able to be 
a real protector. 

The executives of the 15 wholesale houses who con- 
ceived this consolidation and carried it out, brushing aside 

in the act their individual policies, prejudices and predi- 
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lections born of varied experiences and varied environ- 
ments, have done a big job. 

The manufacturer who is interested in the preservation 
of the machinery of distribution at minimum cost as re- 
lated to his sales will welcome this announcement. 


Now the writer has written the above article, because 
it does seem to him that this development in the drug 
trade should give the hardware manufacturers, jobbers 
and retailers of the country something to think about. 

If you wish further information, we suggest that you 
write to the Topics Publishing Company, Inc., 291 
Broadway, New York City, and ask them for the special 
issue of Drug Trade News, in which they give a full 
account of this merger, with all the names and much neat 
more matter than I have attempted to cover in this the original 


long article. Compressed Air Sprayer 





The point that especially appeals to me is the fact 
that a casual conversation in a Pullman car between a 
manufacturer and a wholesale drug merchant ten years 
ago has lead to a $100,000,000 merger. “Great oaks 
from little acorns grow!” 


ANOTHER “BANNER” YEAR— 


Every year, for 40 years, has been a “Banner” year— 
Every year shows an increase in “Banner” sales and a 
steady increase in the number of far-sighted dealers who 


Everybody’s Business have learned that their sprayer sales become greater, 


easier and more profitable through concentrating their 
(Continued from page 48) selling effort on this unchallenged leader. 


represent two different civilizations that are highly com- HEAVY CAST BRASS AIN.,5 PLY SPRAY HOSE | 
petitive. One of these great peoples is destined to assume PUMP HEAD, ACCU- 24 IN.LONG-COIL SPRING 
RATELY MACHINED | REINFORCED 


the leadership of the white race. Because of our greater , 
use of mechanical devices the population of America has 
multiplied by twenty while that of Europe has tripled. 2 IN. SEAMLESS 
We lack somewhat in the matter of a historical back- one See 
ground, but we have established our life on economic 
foundations and forces that serve as a satisfactory sub- TANK, FULL 4 THREADED 
stitute for Europe’s political organism. GAL. CAPACITY | pepe 
We have turned from romanticism to realism. In reaction 
1914 fiction was 40,000,000 copies out of 175,000,000 a 
books printed. In 1925 fiction was only 30,000,000 out WEB SHOULDER 
of nearly 425,000,000 copies. Here is proof positive [STRAP:SNAP ENDS 
that America has gone in for serious reading. 
Only time will tell whether we have built up merely 
*‘ asociety, or a sound nation having that unity of thought 
and ideals which is so essential to national cohesion. 
Many insist that our immigrants of this last generation 
would lose their attachment for their adopted country if 
material prosperity in the United States disappeared. 


Others say we are carrying the worship of business to 
an undesirable extreme—living so far beyond our means 
































that we are compelled to concentrate unduly upon the 
job of gathering in the dollars. 
4 . P 
We have developed our unmatched resources so rapid- DOUBLE SEAMED 
ly and built up our great industries in such a hurry that & RIVETED TANK 
it is only natural some of our institutions lack perma- 
nency of character. We cannot expect to keep up the 
present acceleration of business growth in America in- oueLs TANK 
definitely. A protective tariff cannot forever safeguard BOTTOM 
our standard of life on a level far higher than that of Raleet .steiine: eek eoedinn 
other nations, unless we are willing to let down the bars | order for next season, get a annie 
/ . : : : sample “Banner”. Compare it. |5RASS AUTOMATIC 
and go back to the old plan of unrestricted immigration. Test it. You will readily dis- NOZZLE CONTROL 
O i i i j imitati cover the reason why the 
ur exercise of ingenuity in the field of imitation has |: Sper Pe site ‘have ‘mounted 
reached a point where we must consider the matter with steadily for over forty years. rears BRASS | 
_ care. Some of our modern ee are = pict "Smith The Geer Bo NON-CLOG NOZZLE 
1 ‘ > : : be als. styles of sprayers and spray 
ng constructed almost entirely of substitute materials y P [irom oe 
E | 























. " fs ° pumps. 
Things that look like stone, timber, tile and brick are ibis aie a XTENTION PIPE 
Sprayer 





merely imitations made of waste products. Some of our Electric 
these products are highly useful and desirable, but others D. B. SMITH & CO., Inc. 

represent only an excuse for stock selling promotional Utica Eee " Mleie: Week 
schemes. Durable and serviceable synthetic materials 
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Get them in your stock early so 
you can complete promptly 
those orders which are usually 
placed in the fall. 


INSIST on the “ALWAYS RE- 
LIABLE” for increased sales 
and profits. They have a good 
long-standing reputation and 
are fully guaranteed as to qual- 





; ity. No. 79 QT. 
No. 80 PT. 
> Covered by 

Order thru your regular jobber, outante. 


or mail your order to us with 
the name of your regular jobber. 





. OTTO BERNZ CO. INC. Newark, N. J. 


Stocks in Newark, N. J., New York City, Chicago and 
San Francisco 





POULTRY NETTING 


Galvanized a and Galvanized c/fter Weaving? 


SS ea, ee 
POE PGETOLE Tee? 


1 Dhak dtan thelaind Witians Be aeh ab agi 


A 
= The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn Kanone City 


ENE OR 











are to be highly commended so long as they do not make 
price alone the paramount issue and become mere tools 
in the hands of irresponsible speculative interests. 

It will do us no harm to see ourselves as others see us, 
Over-confidence is no less a danger than is a complete 
lack of self-assurance. America is richer than any na- 
tion ever was before. Our standards of living are above 
those of any period in the past. Waste of effort and 
material has been greatly reduced. But new conditions 
bring new problems, and it is pertinent to inquire whether 
with our acquisition of wealth we have also acquired 
the necessary discipline. 

The careless flinging about of money by bootleggers, 
gunmen, gamblers and the nouveau riche quickly de- 
velops a public viewpoint that leads to crime and the 
exercise of offensive human traits. But these people do 
not represent nearly as great a threat today as does the 
system of high-powered salesmanship now being built 
up by so-called big business. There is cause for appre- 
hension in the comparatively new notion that every 
available dollar we get must be spent immediately for 
something or other so that we may go ahead with our 
rapid expansion of trade. Here is an unproved philos- 
ophy that may end in depriving us of freedom of thought 
and action. 

Our present plan of forced distribution is aimed to 
create a keen desire to buy, even if the consumer does 
not actually need the article. Sensible economy in many 
places is subjected to ridicule. False pride has become 
a common characteristic of our population clear on down 
to the child in the public school. So effectively has this 
policy been carried out that one must have moral cour- 
age to wear last season’s hat or drive a car two years old. 

As a result our record-breaking salaries and wages are 
insufficient. We find it difficult to deny the charge of 
our critics that we have made poverty of wealth. The 
family with an income of $5,000 lives on a $6,000 scale. 
Driven deep in our minds is the thought that we are not 
playing fair with some other fellow if we wear out an 
article. The practice of installment selling has been 
given authoritative approval, but no mention was made 
of the added strain and worry which result from the 
constant pressure of bills overdue. We have been made 
part of an economic scheme that compels us to buy more 
than we can afford, and that threatens dire calamity if 

e refuse to cooperate in a sales program that draws no 
line between luxuries and necessities and that regards 
high wages as merely an important essential in the ex- 
pansion of home markets. 

We must free ourselves of the baneful influence of 
illogical extremists. We must note that American in- 
dustry still lacks uniformity and that poverty surrounds 
us on every side. Science has served us so well in the 
conduct of business that we are disinclined to turn our 
attention to the betterment of conditions in the fields 
where human nature itself is a factor of prime impor- 
tance. 

Every human consideration must not be subordinated 
to that of the machine. The pathway from poverty to 
power must be kept open. We are far from any social 
Utopia so long as we have unemployment and so long 
as the annual bill of the American taxpayer continues to 
increase at the rate of a billion dollars a year in spite of 
the economies of a careful and conservative administra- 
tion. Due largely to dishonesty and laxity in State and 
municipal expenditure, it is a startling fact that every 
wage earner, salaried worker or professional man in the 
United States with a family of four dependent upon 
him has to find $500 for the tax collector before he 
starts to meet the ordinary necessities of life, to saY 











nothing of providing reasonable comforts and a few 
minor luxuries. 

We are pursuing a fallacy when we try to hold to the 
notion that our advance can go on continuously in a 
straight line. We will not be able to climb to higher 
levels by merely increasing the dimensions of what we 
have and at the same time stimulating consumption. Our 
civilization will continue to be lopsided until science tem- 
porarily slows up on the construction of more and great- 
er machines and the expansion of present production 
facilities, and gives a bit of attention to reshaping human 
nature so it will fit our highly automatized era. 

A great many of our business men figure that it is 
more economical to pay an annual tax of several hundred 
dollars to cover their share of the cost of crime and cor- 
ruption than it is to give a number of days of valuable 
time to the work of bettering the situation. This is why 
government in America has been turned over so largely 
to incompetents. Is wealth to be created in our country 
only for the purpose of having street-cleaning depart- 
ments and hundreds of their counterparts in our civic 
life squander millions of dollars without any display of 
conscience or any exercise of personal responsibility ? 

Have we been caught up in a system of industrial de- 
velopment that will bind us to slavery in a narrow life 
instead of opening the way to the wider freedom we 
hear so much about? Maybe our overseas critics are 
right. 


Hardware Man Kills Bandit — Local 
Gun Club Improves Marksmanship 


N Aug. 13, shortly after noon, the West McHenry 

State Bank, at West McHenry, IIl., was held up 
by five bandits. The bandits entered the banking room, 
surprised the employees, who were forced to lie upon 
the floor, gathered up quickly the funds lying around 
and rushed out to their sedan. 
running, with one of the bandits at the wheel. 

As soon as they had left the bank building an alarm, 
sounding in neighborhood stores, was rung by one of the 
employees. On this alarm Edw. H. Nickels, a hardware 
salesman employed by Henry C. Kamholz, general hard- 
ware, whose store is located directly opposite the bank, 
rushed out and emptied a Remington riot gun at the 
departing sedan. Before the car was out of range it 
was riddled by 47 slugs. Later the body of one of the 
bandits was found in the car, which had been abandoned 
in a cornfield several miles away. 

Questioning Mr. Nickels, whose prompt response to 
the bank signal brought about the death of at least one 
of the bandits, we found that the local post of the Amer- 
ican Legion, of which he is prominent member, coop- 
erating with the National Rifle Association of Washing- 
ton, D. C., established last year a series of rifle and pistol 
matches on a range which they built. They meet regu- 
larly every Sunday. The National Rifle Association, as 


it is well known, promotes gallery and outdoor rifle and | 


pistol competition. 


The club at McHenry was organized in 1927 and there | 


has been, amongst the hardware stores in McHenry and 
West McHenry, a very substantial increase in total busi- 
ness in target ammunition and in guns of various kinds, 
revolvers and pistols. The ammunition and gun salesmen 
now go to McHenry four or five times a year, instead 
of once a year, which is in itself an indication of the 
growth in their business. Salesmen representing the 


The motor had been left 
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— You 


wouldn’t bother 
with a nickel— 


:. you could earn a dollar with 
the same effort. Then why not 
stock the Fairbanks All-Metal 
Portable Platform Scale? 


It stands to reason that an all- 
metal scale by a famous maker 
will sell with less effort and faster 
than a part wooden scale—when 
the price is even lower! 


Every farmer needs one or more 
of these scales. When you show 
them such extra value for a lower 
price you can’t miss making a 
profit—you’re out of the reach of 
competition. 












FAIRBANKS, 
MORSE & CO. 
Chicago 
16.1 

And 40 principal cities—a ser- hs 500 Ib. 5 

vice station at each house. tT P : sh 

. 0. b. factory. 

$18.90 

for 1000 Ib. ca- 

pacity. 


Fairbanks 


Scales 


W orld Over 


ASA 202.27 


Preferred the 
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“GEM” 


Adjustable 
RADIATOR SHIELDS 


It’s almost furnace-starting 
time—time to feature the dis- 
play and sale of “Gem” Ra- 
diator Shields. 10 popular 
sizes — all adjust- 
able. Three attractive finishes— 
Ivory, Gold-Bronze and Alumi- 
num. Retail at $4 to $8. 


1140 Broadway, New York, N. Y. 























Buy from Your Jobber 


MASTER BAKE POT 


fr. HARDWARE MERCHANTS! 
\ Women want this 


greatly improved 
Kitchen Utensil @ 


Show the MASTER BAKE POT and 
you'll sell it! Explain how it bakes 
and roasts food right over the open 
flame—how it effects an amazing sav- 
MASTER BAKE POT is nationally 
Ladies’ Home Journal 
which have a combined cir-- 
Hundreds of your cus- 


The 


fuel. 
advertised in Good Housekeeping, 


ing in 


and Saturday Evening Post, 

culation of more than 6,900,000. 

tomers read these magazines. 
Write or wire for complete details. 


MASTER BAKE POT CO. Bloomfield, N. J. 


Bx() VALUE 









VALUE 


Adjustable “S” 
Nut Wrenches 





Bemis & Call 


Springfield, Massachusetts 











No. 24C 


CRONK’S Wire Lawn Rakes 


Made with bolted, clamped or riveted 
sockets, 20 to 42 teeth. 


We make the most complete line of wire lawn and park rakes in 
America. Why look elsewhere? Order today. 
We also make Potter & Swineford Products. 
Your Jobber will quote. 


THE CRONK & CARRIER MFG. CO. 
MONTOUR FALLS, NEW YORK 


Write for latest catalog showing full line steel goods, 
pruners and pliers. 











| consequent consumption of ammunition, 


various concerns make it a practice to frequently attend 
the target matches. 

This very general enthusiasm for rifle practice and its 
increased the 
1928 business of the Kamholz store $2,000 over the cor- 


| responding period of last year. 


Uses Sides of Building as Sign Board 


Milwaukee Hardware Merchant Capitalizes on 
His Location to Call Attention to His Wares. 
Believes Billboard Advertising Pays, Too 


J HAGNER, owner of the Hagner Hardware Store, 
e 3725 National Avenue, Milwaukee, has found that 
he can increase business considerably by using the sides 


| of his building as billboards. 


Were it not for the fact that his store is located on 


| the corner of two important highways and is also very 








close to a factory district, this type of advertising 


A bens, 





The Hagner hardware store, 3725 National Ave., Milwaukee, 
‘ which uses the sides of the building as billboards 


wouldn’t mean a great deal. But in this particular case 
it does. About 5.30 p. m. every day a large namber of 
factory workers go right by the Hagner Hardware Store 
on their way home. Most of these factory workers are 
paid once a week, which means that on certain days 
they always have money to buy hardware and accessories. 

With these things in mind, Mr. Hagner has placed an 
orange-colored background on the west side of his brick 
store, and on this background he has placed in neat black 
letters the following lines: ELECTRIC SUPPLIES 
TIRES, BICYCLES, STARTING, LIGHTING AND 
IGNITION SYSTEMS, GO CARTS, MOTOR 
WHEELS, GENERAL HARDWARE. The whole 
side of the building is so attractive that a passerby: can- 
not help but look at it and read it. Mr. Hagner is firm 
in the belief that this type of billboard advertising has 
increased his sales. 

In one panel, between two windows, Mr. Hagner uses 
the same color idea to advertise a tire vulcanizing ser 
vice which he operates in connection with his hardwar: 
store. It has attracted a great deal of trade to this branc! 
of the business, and when the signs are repainted fre 
quently they increase their effectiveness. 






























HARDWARE AGE for SEPTEMBER 6, 1928 97 





Western Hardware Firm Forewarns 


Farmers Against Peddlers’ 
Contracts 


E PRINTED here is an advertisement sent out by 
R Bauman Bros. and the XL store of Gregory, 

S. Dak. This circular was widely circulated among 
farmers of that district in an effort to forewarn them 
against signing contracts with strangers. 


While this reduced advertisement is readable, here are 


some of the important points brought out. 


“They (the peddlers) sometimes take a small sample 
of the stove they are selling, to show to the prospec- 


Beware the Stove Peddler! 





This community is now aaa by the stove peddler, selling 
ranges by contract or for cash. 


The methods of stove peddlers, in many communities, in the past, 
_ made their possible visits a subject to be viewed with cau- 
as 
fra Reape mapetone te meg eg © hp stove they are selling, 
to show to the ——— buyer. This small sample is a highly 
finished product. The range to be delivered is shown by pictures. 
When the buyer = his range he finds it different from the 
sample in many important details, which are essential to dura- 
bility and appearance. It is more cheaply constructed than the 
buyer had been led to expect from the sample. 


And when it comes to settling, the buyer does not settle with the 
man who sold him the range. A high pressure collector, known 
as a block man, make delivery and ment in order to dodge 
taxes or rs license, as they should pay license for each 
peddler, in each county. Therefore, the method used by these 
peddlers is not fair to taxpayers or local dealers. You should 
think this over before signing any order or contract, if you have 
your county and state at heart. 


People in Any Community Should Be wary of Signing Any Con- 
tract Whatever for a Stranger. And if a contract is signed, The 
Buyer Should be Sure to Retain For Himself A Copy and Retain 
for Himself the Privilege of Cancellation. 


It has been the sad experience of many buyers to purchase an in- 
ferior and unsatisfactory range from an agent at a price higher 
than that charged by home dealers for a range of first class stan- 
dard construction. 


This experience has been unfortunate and expensive. While it is 
not to injure any legitimate business, knowledge of the 
experience of other communities, makes, it is felt, this warning 
a timely one. 








Bauman Bros. THE X [STORE 
Gregory, South Dakota 


This small sample is a highly finished prod- 
The range to be delivered is shown by pictures. 
\Vhen the buyer gets his range he finds it different from 
the sample in many important details, which are essential 


tive buyer. 
uct. 


to durability and appearance. It is more cheaply con- 
structed than the buyer had been led to expect from the 
sample. 

“And when it comes to settling, the buyer does not 
settle with the man who sold him the range. A high- 
pressure collector, known as a block man, makes delivery 
and settlement in order to dodge taxes and peddler’s 
license, as they should pay license for each peddfer in 
each county. Therefore the method used by these ped- 
dlers is not fair to taxpayers or local dealers. You 
should think this over before signing any order or con- 
tract, if you have your county and State at heart.” 








Jars, Jugs, Churns 


Steins, Rabbit Feeders, Rabbit 
Fountains, Dog Feeders, Poul- 
try Fountains, Milk Feeders, 


Cuspidors, Gazing Globes, 
Jardinieres and _ Pedestals, 
Bird Baths and Hanging 





Baskets, etc. Send for cata- 
log and circulars. 


The Burley & Winter Pottery Co. 


Mfrs. of the Famous Heart Brand 
Stoneware and Bur-Win Gardenware 


Crooksville, Ohio 






























































Cutting In? 


F so, are you trying to find the remedy—or just suffer- 

ing in silence? 7 
You know that the Chain stores do not offer better mer- 
chandise; they don’t give better values; nor do they have 
better salesmanship behind the counter 
Where, then, do they gain their advantage? 
ene answer—display! 
The Wilson Hardware Company of Buffalo, N. Y., 


There is only 


where the above picture 


was taken, is successfully fighting fire with fire. You too, need suffer no 
longer from Chain store competition; Heller Double-Duty display tables 
ard price tickets will help you solve this merchandising problem Write 


obligation 


HELLER 


Check the items you are interested in, 
ar oat W.C. HELLER & CO. 


tear out this ad and mail it today 
[] New Double-Duty Display Tables 


today mn 


Business Building Store Eauipment 


Price Tickets for Display Tables 
[] Nail Counters 700 Bryant St Montpelier, Ohio 
(1 Pennsylvania Metal Saw Rack New York Office, 20 Vesey St., 


] Display Door Wall Cabinets 


62-A 9/6/28 


Room 506 
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Patented 


when chains 
bring swift 
depreciation 


This protection for hinges is needed. The 
repeated shock of entrance doors opened 
quickly against inflexible chains is only a 
little less damaging than banging directly 
against walls, door stops. or back to the 
limit of their swing. This emphasizes the 
wisdom of seeing that hinges receive the 
deserved protection of a simple Door Stay 
with resilience to absorb shock. This is 
provided by the curved spring arms of the 
Rixson 


No. 38 & 39 
Door Stay and Holder 


As a door holder this device holds the door wide 
open by a thumb piece adjustment. (The No. 39 
Door-Stay and Holder is identical to No. 38, with 
the exception that thumb piece “E” is made a sta- 
tionary block, so designed that by applying a 
slight pressure to the door, this block will engage 
the curved arms “B,” holding the door in an open 
position.) A slight pressure at the handle of the 
door will either engage or release the hold-open 
feature. Meets fully every demand for door- 
swinging protection. 


A circular completely detailing the 
Rixson Door-Stay and Holder will 
be sent on request. Write for it. 


THE OSCAR C. RIXSON COMPANY 
4450 Carroll Ave. Chicago, Ill. 
New York Office: 101 Park Ave., New York 





























Builders’ Hardware 


Overhead Door Checks Friction Hinges Casement Operators 
Floor Checks, Single Adjustable Ball Hinges Casement Hinges 

& Double Acting Concealed Transom Butts, Pivots and Bolts 
Olive Knuckle Hinges Operators Door Stays and Holders 




















A Good Suggestion From Barrett 


ARRETT Hardware Co., Joliet, Ill., issues Bar- 

B rett’s Home Hardware News, a little one-column 

booklet of 32 pages. It is chock full of interest- 

ingly written information about the store and its mer- 

chandise. It rings true in every item and is a good ex- 
ample of effective advertising. 

Here is one of the good things contained in this little 

salesman : 
“Toots You NEED 


“Tools are needed in every home to keep things from 
running down, to fix some loose siding, repair worn-out 
steps, put up shelves, fix leaking faucets; in a word, to 
attend to the hundred and one little jobs of repairing 
that often go undone because the needed tools are not at 
hand. Here is a suggested set: 


A Claw Hammer A Hand Saw 

A Block Plane 3 Wood Chisels 

A Try Square A Brace with Bits 

Pliers A Wrecking Bar 

A Pipe Wrench Combination Automatic 
Screw Driver and Drill 


“Every tool selected in this group is of the highest 
quality and particularly suited for just those jobs men- 
tioned above. 


WueEN You Tuink oF Goop Toots, THINK OF 
3ARRETT’S” 


Such a list as this would make any man want to get 
at some work that needed attention. Here, indeed, is 
an idea that will warrant the attention of the advertising 
men of other hardware stores. 

The booklet talks to the customer about paint, telling 
him the meaning of such terms as hue, shade, tint, value, 
neutral, intensity, brilliance, etc. Tells him (in short, 
snappy paragraphs), what the sun and rain do to the 
top of his car, give honest-to-goodness information about 
cutlery and the many other lines of merchandise that the 
store has to sell. All this is flavored with humorous 
anecdotes selected by someone with a real sense of humor. 
These jokes, by the way, have a bearing upon the items 
shown on that particular page, wherever possible. 


AYMARKET HARDWARE CO., Boston, Mass., 
uses a small glass bathroom shelf suspended on 
sash chain to feature safety razor blades at all times. 
This shelf, hung against the inside of one window at 
eye level, does not detract or divert attention from the 
main display, but gives the window shopper a constant 
reminder that Haymarket Hardware Co. sells every 
standard razor blade at currently popular prices. Neat 
price cards behind each stack tells the story quickly. 


i )RK “beach balls” can be advantageously used for 
displaying a large stock of cutlery in a small show 
window. A western dealer has taken three or four of 
these balls, each measuring about 6 to 8 in. in diameter, 
and suspended them by a fine wire from the top of the 
window. Into these balls are placed the points of the 
knives. The balls literally “bristle” with cutlery and 
the small space that is required, allows the rest of the 
display to be devoted to other types of merchandise, 
without losing the effectiveness of either display. 











